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‘Brains’ without 
knowledge 


Sir—Once again advertising 
has been subjected to a vicious 
attack, without being given an 
opportunity to reply in_ kind, 
when some of the “brains” on 
the BBC Television Brains Trust 
revealed that they did not know 
the first thing about advertising. 

One of the “brains” opined 
that it was a well-established fact 
that only bad goods needed ad- 
vertising, while, for instance, 
Rolls-Royce cars were never 
advertised. 

Another “brain” thought that 
a tax on advertising would be 
an admirable thing because it 
would curb the obvious waste 
going on. 

With the position of authority 
and trust that the BBC Brains 
Trust occupies in the minds of 
the public, it is a great pity that 
misinformation of this kind 
should have to remain un- 
answered. 

M. T. FRIEND, 
Council member 
Berks & Bucks Publicity 
Association. 


Aid to charity 


Smr,—In this high-speed busi- 
ness of advertising it seems to me 
that more cigarettes must be 
smoked than by executives of any 
other business! 

In our offices we have a con- 
tainer available at a convenient 
point where the silver paper from 
the cigarette packets is deposited 
and collected in aid of the Guide 
Dogs for the Blind. 

Might not this be an idea worth 
copying by other advertising 
houses, as it seems so much better 
than seeing the paper put in the 
wastepaper basket? 

Nice. A. RAINBOW 
Nigel Rainbow & Partners Ltd. 
London, W.C.1. 


ii 


PORTRAIT OF A MODEL 


Was it so dull 
after all? 


R—Was “Portrait of a 
Medel” really so “disappoint- 
ing, dull, naive, — and a 
bit of a lark” L. Bullock 


Let’s face it: TV’s job is to 
provide entertainment, and no- 
thing is duller than a programme 
about another person’s job. Per- 
sonally, of the few programmes 
yet given on advertising, or any 
of its allied subjects, 1 felt that 
this particular effort was the best 
to date. 

It achieved what I believe 
Bernard Coaling might have tried 
to set out to do—namely, to give 
the disinterested public an insight 
into a few of the facets of an 
advertisement before it appears in 
print. It indicated that some 
creative thought goes into plan- 
ning a layout and that the photo- 
grapher and model work to a 
briefing by a skilled advertising 
man. 

Above all, it tried to show, and 
1 think to some considerable ex- 
tent succeeded, that advertise- 
ments just don’t happen. 

To have introduced research, 
planning, client-relationship, pro- 
duction or any of the other tech- 
nical aspects of advertising would 
have ruined it, and I for one was 
delighted that nothing so naive, 
dull and (dare I say it?) facetious 
as “sensible and worthwhile re- 
portage” obtruded. 

Mr. Coaling, I thought, was 
excellent. Apart from the ob- 
vious advantage of his fungoid 
excrescence and the mischievous 
twinkle in his eyes, his delivery 
was good and so much pleasanter 
than the understandably self- 
conscious efforts of some of his 
colleagues. 

Let’s at least give him credit 
for a good job, well done, within 
the limits of his brief. 

R. M. Davies, 
Managing director. 
Sterling Advertising Ltd., 
Birmingham, 4. 


Viewers liked it 


Sir,—I read J. L. Bullock’s 
letter with disgust. Does he 
realise, when he makes his carp- 
ing criticism, that this programme 
was designed to appeal to that 
heterogeneous group—the viewer 
public in general and not to a 


_| eee 16) anauuat 


small group of blue-eyed London 
agency men. 


Or could it possibly be that | 


the boys are a little sore that a 
provincial house was entrusted 
with this programme ? 

Mr. Bullock should canvass 


the views of ordinary folk—they |; 
apparently enjoyed it very much. | 


Perhaps there is a lesson for him 
here, too; an ad in any medium 
is designed to stimulate the public 
digestion and not to assuage the 
flatulent pains of technicians in 


advertising. 
A. F. Cope, 
Joint managing director. 
Weather Oak Press Ltd., 
Birmingham 15. 


Stereo buyers 


call the tune 


Sir,—A. H. Goodwin (Decem- 
ber 23) evidently considers that 
the best defence to my com- 
plaints over the low standards 
of stereos is attack which, in this 
case, is not particularly helpful. 

We buy stereos at fixed prices 
over which we have no control 
and we do at least feel entitled 
to call the tune. While Mr. Good- 
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win is qualified to speak for his 
own firm, are not the stereo 
buyers and users in a better posi- 
tion to judge the quality of 
stereos supplied by other firms ? 

He must admit that stereotyp- 
ing is a comparatively simple 
process and the difference be- 
tween a good stereo and a bad 
one can be measured in terms of 
reasonable care. The printers 
and publishers with whom I deal 
agree that there are far more bad 
stereos today than there were be- 
tween the wars, when they were 
very rare indeed. 

To a certain extent I am with 
Mr. Goodwin when he refers 
to the extreme demands of adver- 
tising agencies. 1 am quite con- 
vinced a lot of rush work could 
be avoided by intelligent  or- 
ganisation on the part of agencies 
and their clients. But often it 
is quite unavoidable. On the 
other hand the trade has con- 
sistently encouraged rush work 
from the earliest days of the 
service agency. 

ASHWELL ADAMSON, 
London, W.1. 
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Value of the 
ad manager 


Str, — In an address to the 
Regent Advertising Club, C. J. 
Rose criticised “the popular idea 
of the advertising manager as a 
bright boy full of slick ideas.” 

The tenor of his talk appeared 
to be that the ad manager is 
merely an administrator; at best 
a clerical, if knowledgable, link 
between agent and client. 

Surely it would be unwise to 
deny him the right of contribut- 
ing selling ideas or creative 
thoughts to the marketing cam- 
paign? After all, he should know 
more than the agent about the 
product and its potential. 

In some successful concerns 
the advertising manager is the 
source of inspiration for sales 
drives and advertising campaigns. 

It is not only for technical pro- 
ducts that the advertising mana- 
ger can play a useful part in ad- 
vertisement creation and produc- 
tion. Many consumer campaigns 
benefit from his knowledge and 
experience when it is blended 
with the creative ability of the 
modern agency. 

“SALESMAN.” 
(Name and address supplied). 


Lyle and Scott’s 


exports 


Sin, — Under the heading 
“Retailers’ Aid is Launched” 
(December 16), C. D. Oliver, 
chairman and managing director, 
Lyle and Scott, is quoted as stat- 
ing that the exports of Lyle and 
Scott in the past seven years had 
more than quadrupled, totalling 
more than £4,200,000 in the 
twelve months ended last July. 

These figures, of course, refer 
to the total exports from the 
town’s industry, mostly comprised 
of member-firms of the Hawick 
Hosiery Manufacturers’ Associa- 


tion. F. R. Warp, 
Publicity manager. 
Lyle and Scott Ltd. 
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In this our first advertisement 
in 1956 


we wish you all a 


very happy and prosperous 


NEW YEAR 


THE WESTMINSTER PRESS GROUP 
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issue (containing the Christmas Week 


programmes) were the highest ever. 
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ECLIPSE OF 
THE ‘SUN’ 


tilbeck’s evening 


‘put aside’ 


Plans for publishing the new 
London evening newspaper, the 
“Sun,” have been “put aside.” 
James Ejilbeck, who announced 
the scheme in August, stated this 
week that they were unable to 
raise enough money to put the 
“Sun” in the field for a three-year 
fight—the time needed to estab- 
lish the circulation. 

He said that their hopes were 
still alive until three weeks ago 


“even though the _— credit 
Squeeze went against us.” It was 
possible, he claimed. by hiring 


plant, to put a new evening news- 
paper on the streets for £1 million 
but “vast reserves are necessary 
to combat the counter-attack of 
the other evenings.” 


‘Newsprint blow 


“Rising costs in the past few 
weeks put a tremendous increase 


on the estimates,” added Mr. 
Eilbeck. “The newsprint price 
increase alone could add more 


than £200,000 to the bill over 
three years, and there were also 
union wage claims and_ the 
retailers’ demand for a_ higher 
ra‘e 
Initial plans for the paper were 
“pruned.” But Mr. Eilbeck said: 
“We were not prepared to skimp 
them to a point where the 
editorial content would suffer. 
The Sun was designed as a 
picture-paper with a _ special 
appeal for women, and we were 
convinced that it would capture 
the under-40 readership—the type 
of readers that advertisers seek. 
“We had a new formula and 
we had the men. But rather than 
have a failure on our hands 
because of possible lack of 
adequate finance, we decided to 
put the project aside.” 


Miss Deans’ new post 


Miss Audrey Deans, who re- 
tired from F. C._ Pritchard, 
Wood & Partners Ltd., in May 
last year, has joined Vallancey 
Press Ltd. as editor of British 
Rate & Data. 


Textile fair planned as ‘third’ BIF in 1957 and 1959 


A textile and clothing fair to be 
held at Earls Court, London, 
is being planned by British In- 
dustries Fair Ltd., for 1957. 

It is hoped that this new fair will 
form a separate BIF in London 
in mid-March. It would im- 
mediately follow the first BIF 
in the year—also at Earls 
Court—for other consumer 
goods such as toys, stationery 
and fancy goods. 

As this year there will also be a 


200.000 on ‘News 


Chronicle’ sale 


The “News Chronicle’s” daily 
net sale (subject to audit) for the 
month of December, 1955, was 
1,455,324. This is the first full 
month since the “News Chron- 


icle”’ and “Manchester Daily 
Dispatch” appeared as a com- 
bined paper. 

The News Chronicle's ABC 
figure for 


January-June, 1955, 
was 1,252,778. 

Says a News Chronicle state- 
ment: “It is confidently expected 
that the rise will be maintained 
over the next few months.” 

The Sunday Mercury, Birming- 
ham, has also registered a sub- 
stantial increase. Despite a rise 
in its selling price from 3d. to 
34d., its sales for the six months 
ended December 31, 1955, were 
(subject to ABC confirmation) 
207,918—an increase of 4,345 on 
the previous six months and of 
17,423 on the six months to 
December 31, 1954. 


BIF in April-May, the addi- 
tion of a textile fair would 
thus form a third BIF in 
London in 1957. 

The next textile fair would not 
be staged till at least 1959, as 
it is proposed to hold exhibi- 
tions of textile products at in- 
tervals of not less than two 
years. 

It is envisaged, say the BIF, that 
a strictly limited number of 
trades concerned with fashion 


Collins leaves ATV 
management 
committee 


Norman Collins has re- 
signed from the management 
committee of Associated Tele- 
Vision Ltd. He will remain 
deputy chairman. 

Prince Littler, chairman, 
said this week: “As a result 
of our experience in the first 
three months of operation it 
has been considered desirable 
to reduce the number of mem- 
bers to four.” 


AP journal closing 


Last issue of Amalgamated 
Press Ltd.'s weekly “Woman's 
Pictorial” will appear on Febru- 
ary Il. Reason for the cessa- 
tion of publication, say AP, is 
“the continually increasing costs 
in the publishing world.” 

Title-piece of the journal will 
be merged with “Home Chat.” 


goods should also be included 
in this fair, which would thus 
cover the following industries: 
Women's clothing, men’s and 
children's clothing, hosiery 
and knitwear, “fashion and 
apparel,” household textiles, 


man-made fibres, furs 
gloves, handbags, — shoes. 
millinery, cosmetics and 


hairdressing. 

The dates for the 1957 BIFs will 
be announced before the open- 
ing of the first Fair this year, 
which is being held at Earls 
Court from Wednesday, 
February 22, to Friday, March 
2. The second 1956 BIF is 
being held at Olympia, London, 
and Castle Bromwich, Bir- 
mingham, simultaneously from 
Monday, April 23 to Friday, 
May 4. 


LOUIS WASEY 
RETIRES 


Louis R. Wasey, chairman of 


Erwin Wasey Inc., New York, 
and an _ executive director of 
Erwin Wasey & Co., Ltd... 


London, has retired. 

All his financial interests in 
both companies have been trans- 
ferred to Howard D. Williams, 
who was president and has now 
been promoted to chairman. Mr 
Williams’s son, David B. 
Williams becomes president. 

The management and direction 


of the London agency. under 
Walter Graebner, remains un 
changed. 

Mr. Wasey, who is 72, is a 


founder member of the agency. 
which was formed 36 years ago. 


THE 
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Newsprint shortage ‘may drive advertisers 


into commercial TV’ 


PAPERS MUST DO MORE TO HELP, 
SAYS MANCHESTER CHAMBER 


The hope that “the unfortunate newsprint shortage,” along 
with rising newsprint costs, does not weaken the power of 
press advertising at a time when it needs to show its fullest 
strength against a new competitor — commercial TV — is 
expressed in the annual report of the advertising and publish- 
ing trades section of the Manchester Chamber of Commerce. 


It says: “Availability, relia- 
bility, rapidity and flexibility 
have been the tremendous char- 
acteristics of the medium in the 
past, and something must be 
done to ‘fettle’ press advertising 
to-day for to-morrow’s competi- 
tion.” 

It recalls that the past year has 
been “generally very good” in 
volume of business, but points 
out that it has been one of 
“operational difficulty,” adding: 

“The shortage of space in the 
national press and magazine 
fields has made the planning of 
campaigns both complicated and 
expensive; considerably more 
work has been entailed. 

“Those advertisers who must 
use the popular press on a short- 
term basis, for the purpose of 
bringing quick sales reaction, 
have found that space has not 
been readily available, except 
where booked months ahead of 
the date of appearance. 

“Colour pages of the popular 
magazines have required book- 
ing almost a year ahead. The 
Sunday newspapers have been 
under specially heavy pressure 
and are likely to remain so for a 
considerable time. 

“Larger provincial and local 
papers, too, have had their 
problems. The poster services, 
once regarded as a _ reasonable 
business, have been 100 per cent 
booked up; even in London busi- 
ness stands in the queue. 


Difficulties 


“The incidence of a _ great 
demand at a time of newsprint 
shortage has presented extreme 
difficulty to the advertisement 
managers of the newspapers. 

“Many of them have fallen 
back upon the judgment of 
Solomon in order to satisfy as 
many people as possible, but 
more wil] have to be done by the 
newspapers in the way of short- 
term accommodation if the ad- 
vertisers are not to be driven into 
the arms of the new medium that 
has entered the lists. 

“Advertisers with seasonal 
campaigns must have their inser- 
tions within a given time, and a 
mere promise to insert ‘if pos- 
sible’ will not satisfy those who 
relate their advertising closely to 
their sales. 

“The practice of omitting fairly 
firm bookings of ‘run of paper’ 
positions must somehow be over- 


come ; a promise to make up the 
insertions that are omitted at 
some later date is often of no 
interest to the advertiser. 

“In many cases advertisers 
have received trade support on 
the grounds that an advertising 
campaign is being carried out, 
and they are placed in an ex- 
tremely difficult position when an 
insertion is omitted at short 
notice. 

“It is particularly aggravating 
to an advertiser of this kind to 
find, on the day his space has 
been cut, that an opulent half- 
page, obviously booked on short 
terms, is appearing.” 


F.P. Bishop’s view 


The report states that the news- 
print position for the future 
“holds out very little promise,” 
and quotes F. P. Bishop, MP, 
general manager of the Newsprint 
Supply Company, as_ saying: 
“Supply is likely to remain inade- 
quate during the next three 
years.” 

The “keenest interest” will be 
taken, says the report, in the rates 
of the northern TV contractors. 

“The programme which 
blankets Lancashire and allied 
areas must have great influence 
and will be able to demand quite 
high rates. It is possible that, 
shortly after the _ inception, 
northern commercial TV will be 
covering an audience equal to 
that of the London station. 

“In the direction of both sell- 
ing and planning commercial TV 
will exert a great effect. Here is 
a new medium not limited by 
normal boundaries of the news- 
papers ; a message can be passed 
to a complete area at one time 
with one point of production and 
distribution. 

“It is reported that the Lanca- 
shire ITA mast is scheduled for 
service some time in May. It 
would appear that with the 
shortage of newsprint the new 
medium takes its bow under very 
fortuitous circumstances. 

“While the effect of London 
commercial television on the 
space bookings of the newspapers 
has not yet been seen to any 
noticeable extent in the nationals, 
it is reported to be having effect 
on papers circulating in_ the 
London area. This is inevitable, 
but it is far too early for the 
extent of the influence to be 
judged.” 


CHILDRENS 
m CHRISTMAS 
ib 


Last week Bertram Mills Circus was visited by its largest Christmas party. 
Four special trains brought over 2,400 children direct from Kent to 


Olympia. 


The outing was organised by Albert E. Reed and Co., Ltd., 


for children of employees. Picture shows the first train arriving at Olympia. 


Fabric centre 
plan ‘being 
explored’ 


Manufacturers want to attract 
a larger proportion of consumer 
spending power to the purchase 
of more furnishing fabrics for the 
decoration of the home. The 
Manchester - based Furnishing 
Fabric Federation is now explor- 
ing publicity ideas. 

The establishment of an 
Interior Decoration Centre in 
London has been suggested. 

“Various publicity ideas have 
been discussed, as a result of 
which it was agreed to explore 
the possibility that a Centre 
should be established in the 
United Kingdom to promote the 
sale of furnishing fabrics,” says 
the Federation’s annual report. 

“Thus, various schemes which 
have come under discussion were 
examined in detail by a specially 
appointed sub-committee, under 
the chairmanship of W. Turn- 
bull, the vice-chairman of the 
Federation. 

“An outline plan has been pre- 
pared, and members of 
constituents of the Federation 
are being invited to offer views 
on the matter and to indicate 
whether the setting up of such a 
Centre, which it is thought must 
inevitably be in London, would 
command their individual sup- 
port financially and otherwise. 


Publicising crafts 


Illustrated Features Ltd., 
Edgware, whose managing direc- 
tor is A. E. Phillips, has been 
formed to provide write-ups and 
illustrations of products, staffs, 
and activities publicising British 
crafts and craftsmen both at 
home and abroad. 

The company has facilities for 
filming or recording features 
either for direct advertising pur- 
poses or as documentaries for 
radio and television networks. 


Colston appliances 
‘here this year’ 


Charles Colston, Ltd., the com- 
pany founded early in 1955 to 
produce labour-saving domes- 
tic appliances, hopes to make 
itself known to the public later 
in the year by placing on the 
market a range of new pro- 


ducts. 

These will be followed by other 
innovations now in the devel- 
opment stage. This was an- 
nounced by Sir Charles Col- 
ston, chairman and founder of 
the company in a New Year 
message. 

He said it was also the intention 
of the company to make these 
appliances available to house- 
wives overseas, which was one 
of the reasons why the board 

, recently appointed J. P. Ford 
as managing director. Mr 
Ford is chairman of the Insti- 
tute of Export. 

“Nineteen fty-six will bring 
new evidence of revolutionary 
thinking and ‘inventive capa- 
city,” added Sir Charles. “This 
will be a year of importance to 
all who produce goods and 
services for the home.” 

Sir Charles resigned from the 
chairmanship of Hoover Ltd. 
in 1954. 


Sign distributors 

Achievement Scintillating Signs 
Ltd., of Bradford, have taken 
over the sole distribution rights 
for the newly-patented Telenu 
Sign which was first marketed by 
them a month ago. The sign 
appears in the form of a table 
model television set with six ad- 
vertisements which are screened 
in colour at reading speed. 


y. & R. grant 


Young and Rubicam in the 


United States has made an initial 
grant of $100,000 to the Young 
and Rubicam Foundation, estab- 
lished to assist students through 
liberal arts colleges. 


rC C 
| a re a a 
2 oh” iy, 4e Ba ah eas a Sal is L aia . ps es 
ie # eae > ie ae 
1 Bae a 4 ect ae poe 3 . Sea eee y 
—_— is A he oe ops 
f ae 3 | f Sr ’ - oe scl 7 ) s 
i. t. 2 is oer : 
—_— ‘eS ; oe cee * sg - st AS att ‘ 
"3 ite te Se" es a . 
— a ag fh a” —_— red 
2 Se Eas ee «ig a ~ a . cae oe 
” ’ te = ae ee y's! , Ao ‘ e ay i 
F P BS oe “J " a > oe J ‘ate P es 
s 7 7 3 “Ss <3 i es yale eee ee hy eat le 
{ — i Sash a aes | ot 
4 om 5 


JANUARY 6, 1956 


The RAC 1,230 miles trial of Dunlop's tubeless tyres is one of the features 
of this window oT at Dunlop's mopiennniets at St. James's House. 


‘Outdoor ad talks 
‘have improved 


standards’ 


West Suffolk county planning 
authority feels that “the standard 
of advertising has improved re- 
garding posters and other adver- 
tisements covered by planning 
regulations.” This is attributes to 
negotiations between the planning 
authority and advertisers before 
schemes are submitted for 


consent. 
The county planning officer, 
James M. Gorst, says in his 


annual report: 

“The number of advertisement 
applications continues to increase, 
due very largely to the greater 
availability of materials and 
increased sales pressure.” 

He points out that the —- 
advertising companies are awé 
that the council will not norma 
approve advertisement heed 
in rural areas, where these are 
likely to be in conflict with the 
rural scene. 

During a recent competition 
for the best-kept village in the 
county, the judges commented on 
several village shops which, in 
their opinion, were unsightly 
because of the random advertise- 
ments displayed. These cases 
have been reported for pre- 
liminary action to the area sub- 
committees. 

The county planning authority 
proposes to submit from time to 
time examples of “what are con- 
sidered to be particularly un- 
sightly advertisements” for con- 
sideration by the appropriate 
committees. 


‘Old Bon’ concert 


The Birmingham area com- 
mittee of “Old Ben” will present 
its annual Sunday concert at the 
Alexandra Theatre on Sunday, 
February 12. Tickets will be: 
stalls, 10s. 6d., 7s. 6d.; dress 
circle, £1 1s., 10s. 6d., 7s. 6d. ; 
balcony, 3s. 6d., 2s. 6d., and can 
be obtained from honorary secre- 
tary E. W. Thorpe at the Bir- 
mingham Gazette and Despatch 
Ltd. 


AA celebrate 
30 years 


The Advertising Associa- 
tion will celebrate its 30th 
anniversary with an official 
luncheon at the Dorchester 
Hotel, London, on Monday, 
February 6. 

Guest speaker will be Mr. 
R. A. Butler, the Lord Privy 
Seal. 

Lord Luke, the president, 
will be in the chair. 


No ad decision 
by oil men 


No decisive action to conduct 
an advertising campaign has 
been taken by the eight oil com- 
panies who it was reported this 
week have formed the Motor 
Accessories Manufacturers’ Asso- 
ciation, to fight the “tied-garage” 
policy of some of the larger oil 
concerns. 

A spokesman of C. C. Wake- 
field & Co. Ltd., producers of 
Castrol, and the biggest name in 
the new association, said that it 
was impossible to say whether 
advertising would be carried out. 
A decision of this kind would 
have to be taken by the associa- 
tion’s council, which had not 
yet met. 

The council would have to 
decide whether advertising was 
to be carried out by individuals 
or collectively. While it was not 
a certainty, it was a possibility, 
he said. 


Hulton party 


Hulton Visual Productions 
Ltd., a subsidiary of Hulton Press 
Ltd.. held a small party at the 
Wellington Restaurant. Among 
those present were Hulton Press 
executives Kenneth Adam, Mal- 
colm Messer, Marcus Morris, 
Keith Kotch, Bernard Audley and 
John Myers, and Leslie Ames, a 
director of Hulton Visual Pro- 
ductions, TV representatives and 
leading sportsmen. 


New Year Honours 


COL. ASTOR 
CREATED 
A BARON 


Among the representatives of 
the press in the New Year's 
Honours List is Col. J. J. Astor, 
chairman of The Times, who has 
been created a baron “ for public 
services.” 

A former president of the 
Incorporated Sales Managers’ As- 
sociation joins the ranks of the 
baronets. He is Col. J. R. H. 
Hutchison, MP for the Scotstoun 
division of 
Glasgow,and 
an industrial- 
ist. New 
CBEs include 
L.E.Kenyon, 
secretary of 
British Fed- 
eration of 
Master Prin- 
ters;R.McM. 
Sayers, chair- 
manandjoint 
managing di- 
rector of the 
Belfast Tele- 
graph group; and T. E. Sealy, 
editor, Daily Gleaner, Jamaica. 

The OBE goes to C. F. Gothard, 
chairman and managing director, 
Burton Daily Mail Ltd.; J. S. 
Grant, editor, Stornaway Gaz zette ; 
Raymond G. Allen, director, 
printing and binding division, 
HM Stationery Office, and B. C. 
Thomas, controller (administra- 
tion), Central Office of Informa- 
tion, and responsible to the 
director-general for COI’s home 
publicity functions. 

The MBE has been conferred 
on A. B. Ashbourne, senior in- 
formation officer, Central Office 
of Information, a council member 
of the Institute of Public Rela- 
tions, and A. J. Hunnisett, press 
and information officer, Board of 
Customs and Excise. 

Mr. Ashbourne is chairman of 
the programme committee of the 
IPR, which he joined in 1948. 
Before the war he was hon. 
secretary and then vice-chairman 
of the Publicity Club of 
Nottingham. 


L. E. Kenyon 


Self-service for 


smallwares 


More than 100 suppliers of 
haberdashery, dress accessories, 
knitting wool and art needlework 
will be exhibiting at the Third 
Smallwares Trade Fair, to be held 
at the Metropole Hotel, Brighton, 


from Monday, February 27 to 
Friday, March 2 
The Hand Knitting Wool 


Council and International Wool 
Secretariat will give a presenta- 
tion of hand-knit designs on the 
Tuesday evening and twice on 
Wednesday. 

Feature of the Fair will be a 
model Smallwares Self-Service 


Shop, open to trade buyers only. 


ADVERTISER'S WEEKLY 


The current advertising theme for 
the Avon India Rubber Company 


has now been animated and shows 
a caliph on a flying tyre moving 
from side to side. This was devised 
in collaboration between eon 
Goodman Displays, Philip Hutch- 
ings, publicity manager of Avon 
Rubber Company, and the advertis- 
ing agents, Nelson Advertising 
Service Lid. 


First provincial 
Webb firm 


A new PR company in the 
North of England called Web- 
press North Ltd., will commence 
business from offices in Preston 
on February 1. 

This company, the first of a 
series of provincial businesses 
being formed by John Webb, 
founder and managing director 
of John Webb Press Services 
Ltd., will handle new accounts in 
Lancashire, Cheshire and York- 
shire. It will also undertake 
northern representation of most 
of John Webb Press Services’ 
aviation, motoring and industrial 
accounts. New northern accounts 
will be given London representa- 
tion by JWPS 

Chairman of Webpress North 
is Col. C. R. Gray, with Mr. 
Webb as managing director. 
Other directors are Mrs. C. R. 
Gray and John Rowe. Appoint- 
ment of an editorial manager will 
be announced shortly. 

A complete reorganisation on 
newspaper lines has been under- 
taken at JWPS in London with 
Mark Stone, a director, in charge 
of all editorial activity. The com- 
pany’s staff now numbers 15—the 
latest addition being Jeffrey H. 
Rayner to the newsroom staff. 


‘Courier’ art show 


The president of the Royal 
Academy, Professor A. E. 
Richardson, is to open the 
Courier Art Exhibition at the 
RWS Galleries at 11.30 a.m. on 
Thursday, January 19. Submis- 
sions are still being accepted. 


Students’ papers 
A study of Newspaper Reading 
by Students in London Univer- 
sity has been published by the 
ae School of Economics at 
2s. 6d. 
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Citrus salesmen 
discuss ads 


A delegation of travelling sales- 
men representing Florida citrus 
growers and processors is to visit 
the United Kingdom this month 
Here they will investigate possi- 
bilities for more sales to this 
country of citrus products, and 
will also discuss and _ perhaps 
conclude arrangements for the 
setting up of a permanent 
organisation for advertising and 
publicising the industry here. 

While in London the delega- 
tion will meet Dr. F. A. Motz. 
fruit marketing specialist of the 
Foreign Agricultural Service of 
the US Department of Agricul- 
ture, and have talks with Govern 


ment officials concerning the 
expansion of imports into this 
country. 

Present arrangements are for 


the delegation to leave New York 
to-morrow (Saturday), go first to 
the Continent, and leave the UK 
for the US on Monday week. 


Circulation rise 
celebrated 


A party for the staff of the 
Investors’ Chronicle was held at 
the City office of the paper last 
week. Among the events of the 
year celebrated was the increase 
in circulation to the present 
figure of nearly 28,000. 

During the year the managing 
director, Robert Allan MP, was 
appointed Parliamentary Private 
Secretary to the Prime Minister. 

During 1956 the J/nvestors 
Chronicle wl be carrying out 
press advertising as well as sales 
promotion campaigns throughout 
the country. Publicity for the 
paper is also being planned at 
various trade fairs. 

With last week's issue a com 
petition was launched “How 
Would You Invest £1,000?" 
Contestants are offered £250 in 
prize money; they select up to 
four securities to constitute a 
fixed trust for 1956. 

The sales promotion § cam- 
paigns in selected towns will 
involve special poster displays, 
and direct mailing to potential 
readers, as well as liaison with 
the retail and wholesale trade 


The “Daily Telegraph's” 
Corner at the Schoolboys’ 
Exhibition. 


Pets 
Own 


Schoolboy crowds 


are larger 


By Our Exhibitions 
Correspondent 


That hardy annual. the School- 
boys’ Own Exhibition, which 
opened at the Old and New 
Horticultural Halls last Saturday, 
still remains the schoolboys’ 
Mecca and the attendances during 
the first few days have topped 
those of previous years. 


The largest exhibit in the show. 
that of the Electrical Develop- 
ment Association, has an attrac- 
tive fairground atmosphere but 
the familiar machines, like the 
“try your strength.” are the 
means of showing boys their 
“power potential.” 

As a final inducement to taking 
a career in the electricity supply 
industry a copy of Electronic 
World is distributed free to each 
boy. 


The second National Boat 


Show is one of the brightest and 
busiest exhibitions in London. 


The array of boats, ranging 
trom small canoes to large ocean 
going yachts and _— cruisers. 
together with a number of 
intriguing features and displays. 
is drawing enormous crowds 
which are certain to exceed those 
of last year when the show was 
visited by 120,000 people. 


FASTNET MAN 
AT BIGGEST 
BOAT SHOW 


The second National Boat 
show, presented by the “ Daily 
Express” and the Ship and Boat 
Builders’ Federation, opened at 
the Empire Hall, Olympia, last 
Thursday. It closes on Tuesday. 

The Show, the biggest of its 
kind ever held, includes more 
than 170 boats, from small 
canoes to ocean-going yachts and 
cruisers, together with other dis- 
plays of engines, sails, finishes 
and accessories. 

It was opened by Joe Staple 
ton, a lighthouse-keeper from the 
Fastnet Rock, who had _ been 
specially flown to London by the 
Daily Express for the occasion. 

Mr Stapleton was introduced 
by Max Aitken, vice-chairman of 
Beaverbrook Newspapers  Ltd.. 
who said that the reason he had 
chosen a man from the Fastnet 
lighthouse went back to last 
summer, when he was sailing in 
a race in which the Rock was the 
turning point for competitors. 

“I was so impressed by the 
courtesy of the lighthouse in 
answering our signals that I said 
there and then: ‘We'll invite a 
man from Fastnet to open the 
Boat Show.” he said. 


New techniques 


Mr Ajtken said that every- 
where in this year’s show was 
evidence that the ancient industry 
of boat-building was continuing 
to develop new techniques and 
methods of construction 

Many trade journals covering 
the yachting and sailing world. 
booked stands at the show 
Among them is the Angling 
Times whose display is named 
“Fishing Afloat.” Members of 
the paper's editorial staff are in 
attendance to answer queries. 

The Show's official catalogue is 
heavily supported by advertising 
ind contains 128 pages. A special 
souvenir edition of the Evening 
Standard, on sale on the opening 
day, devoted its front and back 
covers to pictures and news of 
the Show 

A portable television set for the 
boating enthusiast is featured by 
Ekco. 


Saturday, January 7 
WOMEN’S PUBLICITY CLUB OF 
annual Old People’s party 
Central Club. Great 

Wwol 


Monday, January 9 


LONDON 
YWCA 
Russell Street, 


PUBLICITY CLUB OF LEEDS publc 
speaking section mecting Great 
Northern Hotel, Leeds. 6.30 pm 

PUBLICITY CLUB OF PETERBOROUGH 


luncheon meeting. W. G. Royce, on 
Office Lithography."’ Angel Hotel 

Peterborough, 12.45 pm 

BRISTOL AND WEST PUBLICITY CLUB 

meeting. Sir Stephen Tallents on the 
Art & Practice of Public Rela 

uions.’’ Carwardines. Baldwin Street 

6.30 pm 

Tuesday, January 10 


KEGENT ADVERTISING CLUB lecture 


AD MAN'S DIARY 


D. H. Pickard cn the *‘Marketing 
Plan 6.30 pm 

DISPLAY PRODUCEKS ANID SCREEN 
PRINTERS’ ASSOCIATION technical 
meeting. Horse Shoe Hotel. Totten- 


nam Court Road, WI. 6.30 pm 


Wednesday, January 11 
ADVERTISING CLUB OF OXFORD New 
Year party George Restaurant 


Thursday. January 12 
SOUTHAMPTON PUBLICITY cits tun- 
cheon meeting Yeoman H 
Edwards on “The Duties and His- 
tory of the Queen’s Bodyguard.” 
Royal Pier Pavilion Restaurant 
12.45 pm 

BRITISH DIRECT MAIL ADVERTISING 


ASSOCIATION dinner-dance. Hyde Park 
Hotel, W1 


TaANUARY 6. 1956 


Chairman of the Birmingham Pub 


licity Association D. D. McLachlan 
left, is seen at the Association's 
annual luncheon with Mrs 


McLachlan, and (right) B. J. Keene 
a past-president of the Association 
There was a very big attendance at 
the dinner. One member of the 
Association, dressed as Father 
Christmas, distributed presents 


London 


Early screen 
ads shown 


A showing of the specially-pre- 
pared film “Advertising On Film 
From A to Z” was given to the 
Publicity Club of London on Mon- 
day evening by W. Collins, a direc- 
tor of Pearl & Dean Ltd. 

The film, which lasted an hour, 
showed examples of advertising 
films dating from 1890 up to 1955. 


Club News 


It will be shown this year as part 
of the celebrations of the Diamond 
Jubliee of the cinema. 

Before he showed the film Mr 
Collins told the club some basic 
facts about film advertising, quoting 
Board of Trade statistics for cinema 
attendances for 1955, and the break- 
down figures for cinema audiences 


from the Hulton Survey 
Screen advertising. he said, was 
“strictly competitive” in is rates 


with press advertising. From cinema 
attendance figures, rates for the 
various types of advertising films 
ind filmlets had been worked out 
to give screen advertisers 20 con 
tacts for Id. for a 15-second film- 
let. six contacts for a Id, for a one- 
minute film, and three and one-third 
contacts for a Id. for a two-minute 
film. 

But the cinema, he claimed, had 
the advantage over press advertising 
in that it could present a coloured 
advertisement which moved. “And 
if posters could move, what would 
they be worth?” he asked 

After the film had been shown, 
Ernest Pearl, chairman of Pear! 
& Dean Ltd. and president of Inter- 
national Screen Advertising Services. 
noted the improvement in the stan- 
dard of advertising films in the Ad- 
vertising Film Festivals in Venice 
in 1954 and Monte Carlo last year. 

“That is exactly what we set out 
to do,” he said 


Jazz posters 


A number of  double-crown 
posters in selected London under- 
ground stations are to be used 
during a 13-week period by the Fleet 
Street Jazz Club. They will adver- 
tise the club’s programmes and 
amenities. 


ee 6 Pe 
ii} be i -fg7 > »& 
af f=’ * Gai a 4 cae & | 
— 3 a | oe x g A oe se 
Dy es rk ws i. og SCP. a Ta 
* a = Ti a jah aa bee oh, “a a \f vas > “ee 
lp iF ett 2| , r r Laie Ne oi  - 
emp rr 
. ae 
7 a a 
Ce — | 
7 PT i 


JANUARY 6, 1956 


ADVERTISER’S WEEKLY 


ABC TY offering 5-see spots to Midland 


local advertisers 
‘COUNTERPART OF LOCAL PRESS ADS’ 


Five-second commercial television spots from £20 each will 
be available to local advertisers from ABC Television Ltd., 
when the Birmingham station comes into operation in mid- 


February. 

George A. Cooper, advertise- 
ment controller of the week-end 
contractors, states that they will 
be the “TV counterpart of local 


paper advertising.” They are 
intended primarily for  non- 
national advertisers, for firms 
that advertise only within the 
transmitting area, and _ for 
retailers. 

Finalised rates have been 
announced. The time classifica- 


tions are as follows: Saturdays- 
2.45 p.m.-6 p.m., A; 7 p.m.-7.30 
pm., AA; 7.30 p.m.-10  p.m., 
AAA, 10 p.m.-10.45 p.m., AA: 
10.45 p.m.-11 p.m., A. Sundays 
-2 p.m.-3 p.m., A; 3 p.m.-6 p.m., 
AA; 7.30 p.m.-10 p.m., AAA; 
10 p.m.-10.30 p.m., AA: 10.30 
p.m.-10.45 p.m., A. 

The rates are: 


Publicity chief 
named for 


Manchester 


Oswald Dearden, the publicity 
manager at Kemsley House, Man- 
chester, has been appointed ex- 
ecutive in charge of general 
publicity and sales promotion 
for ABC Television Ltd.’s new 
station, which is due to open at 
Manchester in May. 


Howard Thomas, managing 


director of the company, has also 
announced 


the appointment of 
Bruce Roger- 
son, formerly 
TV time 
buyer with 
C. D. Notley 
Ltd., as assis- 
tant manager 
in the adver- 
tisement ac- 
ceptance de- 
partment. An 
Australian 
with eight 
years’ experi- 

ence in com- 
O. Dearden mercial radio 
he will be responsible for the 
clearance of advertisement scripts 
and films in association with the 


departmental manager Marie 
Donaldson. 
While Mr. Dearden was with 


Kemsley’s his publicity and pro- 
motion responsibilities included 
the “ Brighter Homes” Exhibi- 
tions, the Evening Chronicle series 
of women’s and home interest 
exhibitions, and motor racing at 
Oulton Park. He has been hon- 
orary secretary of the Manchester 
Publicity Association for five years 
and a council member since 1947. 


Spot advertisements (60 
seconds): AAA, £550; AA, 
£330; A, £190. (30 seconds): 


AAA, £385; AA, £230; A, £135. 
(1S seconds): AAA, £250; AA, 


£150; A, £85. 
Short advertisements (five 
seconds, “still,” with sound): 


AA, £30; A, £20. 

Advertising magazines (shop- 
ping and other guides), rates 
inclusive of participation and 
production costs (one minute): 
AA, £180; A, £105; (two 
minutes): AA, £360; A, £210; 
(three minutes): AA, £540; A, 
£315 ; (four minutes): AA, £720; 
A. £420; (five minutes): AA, 
£900 ; A, £525. 

Advertising features (docu- 
mentaries—transmission of adver- 
tisers’ documentaries is subject to 
special arrangements) — (10 
minutes): AA, £500; A, £250; 
(15S minutes): AA, £600; A, 
£375; (20 minutes): AA, £800; 
A, £500; (30 minutes): AA, 
£1,200; A, £750. 

Time signal = spots 
seconds’ duration): 
seven spots, £445; Sundays, 
seven spots, £595. When avail- 
able, time signal spots may be 
bought singly on Saturdays only: 
A. £45: AA, £75; AAA, £125. 


Network shows 


Four of the shows in ABC 
IV's Sunday evening programme 

“Sunday Night at the Pal- 
ladium,” “Theatre Royal,” “I 
Love Lucy,” and “The Jack Jack- 
son Show”—will be networked 
from London. At the times when 
the spots will be televised in 
London, says Mr. Cooper, the 
Midlands programme will be 
faded out and Midlands’ own 
advertising, either live or on film. 
will be brought in. Requests have 


(seven 
Saturdays, 


also been received from some 
advertisers to have their spots 
networked. 


“Advertising pages,” including 
live commercials, will be intro- 
duced into a Sunday afternoon 
feature, “Looking Glass,” a 
“glossy magazine of beauty, 
fashion, and romance.” 


Artistes’ agreement 


An agreement has been signed 
between the Variety Artistes’ 
Federation and Associated-Re- 
diffusion Ltd., Associated Tele- 
Vision Ltd. and Granada Tele- 
vision Network Ltd. and covers 
the terms and conditions under 
which members of the VAF are 
engaged for appearances on 
commercial TV. 


INDEPENDENT TELEVISION AUTHORITY 
Estimated approximate 
INITIAL COVERAGE 
for the 


Lichfield station 
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LTA Movember 1995 


The area which will be served by the Birmingham ITA transmitter for the 


first few months. 


TV Research (Gallup Poll), 


Ltd., have carried out a pilot 
study in “activation” — the 
measurement of the extent to 


which viewers are able to recall 
and describe commercials they 
have seen. They found that the 
“average” ITV housewife recalled 
seven out of 10 of the TV cam- 
paigns covered by the study. 


In all, 302 interviews were 
made in the pilot study (held 
December 4 to 11). They com- 


prised 170 housewives with ITV 
sets and 132 with single-channel 
sets or no set. 

The regular inquiry which 
Gallup propose to conduct will 
provide a sample of 350 house- 
wives each week or 1,400 to 1,750 
a month. Until March 5, the 
area covered is that estimated to 
be within reach of the London 
ITA transmitter, containing 
3,600,000 households and 
11,500,000 residents. The service 
will be extended to the Midlands 
on March § and to other areas 
following the opening of new ITA 
Stations. 


Then it is hoped to raise the power to 200 KW 
giving a wider range of coverage. 


‘7 out of 10 TV campaigns recalled’ 


erp. 


A-R’s audience 

A whole-page advertisement 
containing graphs showing the 
audience figures for Associated- 
Rediffusion Ltd. during the week 
ended December 18 was carried 
in last Friday’s The Times. The 
figures were compiled by Tele- 
vision Audience Measurement 


BFMP guest 


Alan Campbell Don, 
Dean of Westminster, has 
accepted the invitation of Hamish 
A. MacLehose, president of the 
British Federation of Master 
Printers, to be principal guest at 
the Federation’s annual banquet 
at Gleneagles on Tuesday, May 
» 


~7. 


Minibition dates 


The Purchasing Officers’ Asso- 
ciation’s 1956 Minibition will be 
held at Scarborough from Thurs- 
day to Saturday, September 27 to 
= 


‘Not the right kind of publicity’ 
for British-made products 


The Manchester branch of the 
Design & Industries Association 
were told, on behalf of the textile 
industry, by P. R. Gell, joint 
managing director of Ashton 
Bros. & Co., Ltd., that British 
goods were not given enough of 
the right publicity. £ 

He told a story of a British 
business man who travelled to 
America on a Viscount. Next to 
him was seated an American who 
praised his own country for build- 
ing such wonderful aircraft. 

Mr. Gell suggested that our 
export goods should be as well 
labelled as the tins of fruit he 


had seen in Manchester bearing 
very obvious stars and stripes 

He urged that corporations 
who were responsible for spend- 
ing ratepayers’ money should be 
encouraged to become more 
design-conscious, so thut when a 
new street lamp was erected “ii 
will be a delight to the eye.” 

During the luncheon. Gerald 
McDonald, chairman, presented 
a Christmas gift to “our hard- 
working and very honorary 
secretary.” Gertrude L. Coulam, 
in recognition of her work for 
the Association over the past 
year 
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McEwan leaves 
Greenlys for 
Walter George 


After many years with Greenlys 
Ltd., during which he has played a 
prominent part in the company, 
John McEwan has resigned his 
directorship in order to join the 
board of E. Walter George Ltd. He 
has been a director of Greenlys for 
nine years, and joint managing direc- 
tor since 1953. 

(See Mainly Personal, page 42.) 

* *x *x 


Drew Farish has been appointed 
media director of Greenlys tia. and 
will control overall policy for all 
forms of media. Previously with 
Associated Newspapers Ltd. and 
Erwin Wasey Ltd., Mr. Farish 
joined Greenlys in 1951 in charge of 
osters, film and radio advertising. 

ater he took over complete media 
control for certain accounts, which 
included press advertising. More 
recently he has been responsible 
for building up the agency’s com- 
mercial TV department. 

John Buckingham, who has been 
working closely with Mr. Farish, 
has been appointed outdoor pub- 
licity manager. He joined Greenlys 
in 1954, from G. Street & Co., Ltd., 
as a senior executive in the outdoor 
publicity department. Michael 
Bailey, who was an executive in the 
account handling group, has now 
taken over time-buying for TV. 
films and radio. Canadian Brian 
Hawkins, previously with networks 
in Canada and United States and 
Television Francaise in Paris, who 
has been with. Greenlys since the 
commercial TV department was set 
up, will now be in charge of pro- 
duction on TV, films and radio. 


Rawdon Smith is 


consultant now 


E. Rawdon Smith has retired 
from his position as public relations 
adviser to the English Electric 
group (English Electric, Napiers. 
Marconi’s). He has been succeeded 
by J. Inglis Hall, who has been his 
deputy since the public relations 
department was set up in 1949. Mr. 
Rawdon Smith will continue to act 
as a consultant for the group. 

. . - 


Following the re-organisation of 
the Warner-Hudnut-Lambert group 
of companies, A. L. Stayner has 
been appointed advertising and pro- 
motion. manager of William R. 
Warner & Co., Ltd. H. D. Dammers 
will still control the advertising and 
publicity for Richard Hudnut Ltd. 
and the Lambert Chemical Co., Ltd. 
Mr. Stayner was previously assistant 
advertising manager and assistant to 
Mr. Dammers. 


M. D. Jacobs 


Drew Farish H. 


News About 


——=— Fr 


Film president—I1 


J. Guy Presbury (S. Presbury & 
Co.. Ltd.) has been re-appointed 
president of the Screen Advertising 
Association for 1956—his third term 
of office. Ernest Pearl (Pearl & 
Dean Ltd.) also continues for a third 
year as vice-president. 

With the addition of one new 
member, D. Melmoth Bennett (P. A. 
Cramer & Co., Ltd.), the members 
of the general purposes committee 
have also been unanimously _re- 
appointed. The full committee for 
1956 is: the president and vice- 
president, H. Adley (Pearl, Dean & 
Youngers Ltd.), B. H. Annett 
(Theatre Publicity Ltd.), A. E. Baker 
(P & M Advertising Service Ltd.). 
E. W. Beckett (Publicity Films Ltd.), 
G. Carr (Westminster Advertising 
Co.), and Mr. Bennett. 


Film president—2 


Election of the office bearers and 
executive council of the Association 
of Specialised Film Producers for 
1956 has been completed. Frank A. 
Hoare (Merton Park Studios) has 
been unanimously appointed presi- 
dent and enters his ninth year in 
that office. 

Howard Thomas, vice-president 
for the past year, is succeeded by 
Ralph N. May (Anvil Films). In 
addition to the president and vice- 
president. the executive council for 
1956 is: Section A (35 mm. Produc- 
tion): A. V. Curtice (Wallace Pro- 
ductions), E. P. L. Pelly (Film 
Producers Guild), James Carr 
(World Wide Pictures), and J. H. 
Piperno (Screen Audiences). Sec- 
tion B (16 mm. Production (direct)): 
G. Hawker (Boulton-Hawker Films). 
Section C (Cartoon and Diagram 
Production): John Halas (Halas & 
Batchelor Cartoon Films). Section 
D (Studio, Equipment and Allied 
Facilities): A. T. Burlinson (Merton 
Park Studios). Section F (Educa- 
tional Film Distribution): R. E. 
King (G-B Equipments). 


General members: T. Ashwood 
(Associated British-Pathe),. E. W. 
Beckett (Publicity Films), Douglas 


R. Hill (Rayant Pictures), and Basil 
Wright (Realist Film Unit). The 


founder and past-president of the 
Association, Bruce Woolfe, is a 
member of the council ex officio. 

* *x * 


Young & Rubicam Ltd. have 
created a new position in the agency 
print and type adviser. Harry 
Redman, previously chief  typo- 
grapher for Young & Rubicam, has 


Redman E. 


been appointed to fill this post. 
For seven years Mr. Redman was 
instructor at the London School of 
Printing, but recently resigned owing 


to pressure of work. 
* * * 

Peter Dickinson has _ resigned 
from the Financial Times, where he 
was industrial and labour reporter, 
to join Voice & Vision Ltd. He 
joined the Financial Times from 
Crompton Parkinson, the electrical 


engineers, 
of press 
company’s 
Circuit, 
officer 


where he was in charge 
relations, editor of the 
monthly house journal 
and personnel relations 


* * * 


New appointments to John Hob- 
son & Partners Ltd. are: Malcolm 
Neville, as copy chief. from C. R. 
Casson Ltd.; Miss Diana Arnold- 
Forster, as a copywriter, from F. C. 
Pritchard, Wood & Partners, Ltd.; 
Arthur Walker, as accountant, and 
Reginald Bailey, accounts depart- 
ment, both from Alfred Bates & 
Son, Ltd. 


* * * 


Paul Padfield has resigned the 
position of director and general 
manager, Bayard Publicity Ltd., 
Manchester. Alan J. Marsland, pro- 
duction manager, has also resigned. 

a * * 


John F. Sutton, a director of 
Auger and Turner Ltd., has been 
appointed deputy managing director 
of the agency. He joined the firm 
in 1947 in the production depart- 
ment, subsequently becoming pro- 
duction manager and then senior 
account executive. He was ap- 
pointed to the board in 1952. 

- * * 


T. M. Smith has been appointed 
assistant managing director of 
Alfred Bird & Sons, Ltd. He came 
to England in 1948 as sales pro- 
motion manager of Alfred Bird, and 
in 1949 became sales manager. In 


1954 he was appointed marketing 
director, with responsibility for 
home sales and advertising. 

* x * 

Jack Tee has joined McCann- 
Erickson Advertising Lid. as 
account executive. He was for- 
merly with C. J. Lytle Ltd. and 


Erwin Wasey & Co., Ltd. 
* * * 


As a result of the reorganisation 
of the sales and production depart- 
ments of Bakelite Ltd., A. W. Sher- 
wood has been appointed sales 
promotion executive. 


W. Fisher Peter Easton 


JANUARY 6. 19 


Bert Wilson, 

Advertising Ltd., 

watch and cheque to Sack 

after 25 years’ studio service with the 
agency. 


chairman of Wilson 
presents a_ gold 


Green 


‘News Chronicle’ 
ad appointment 


E. W. Fisher has been appointed 
assistant advertisement manager of 
the News Chronicle. Before the first 
World War he was with the old 
Daily Chronicle, and after the 
merger with the Daily News he 
became senior representative, at the 
same time assuming responsibility 
for the advertisement planning de- 
partment, for the development of 
special features and ideas. 

* * * 

Lufthansa have appointed as their 
we and public relations officer 

eter R. Easton. He left Downtons 
Ltd. in early autumn, where he was 
concerned with the publicity 
arrangements of the company at the 
time of the inauguration of Luft- 
hansa’s London services. Downtons 
are continuing as Lufthansa’s agents 
here. 

* * * 

After considerable agency experi 
ence, Michael D. Jacobs has joined 
Alfred Bates & Son, Ltd., as an 
account executive. 

* * * 

The directors of Acro Marketing 
Ltd. have appointed H. P. Kay as 
sales manager of the advertising 
division of the company. 

* * 


7 
Designer W. M. de Majo has been 
elected to the fellowship of the 
Society of Industrial Artists. 
* * * 


James L. Houghton has left Lintas 
Ltd. to join Gordon & Gotch Adver- 
tising Ltd. as an account executive. 


Obituary 
Mrs. D. K. Forman Hardy 


The death has occurred at her 
home, Little Belvoir, near Melton 
Mowbray, of Mrs. Dorothea Kate 
Forman Hardy, owner of three 
daily newspapers and several weekly 
publications. She was a grand- 
daughter of Thomas Forman, who 
acquired the Nottinghamshire 
Guardian in 1848. 

Mrs. Forman Hardy succeeded to 
the ownership of the newspapers on 
the death of her brother, T. Bailey 
Forman, in 1939, and enlarged her 
interests by acquiring properties in 
towns surrounding the Nottingham 
headquarters. 

In 1953 she purchased the West- 
minster Press properties in Notting- 
ham, the Journal, a morning paper 
and the Evening News, and merged 
the Journal with the Guardian. The 
Evening News runs competitively 
with the Forman evening paper the 
Nottingham Evening Post. 

Widow of William Eben Hardy, 
who had brewing interests, she 
leaves a son and two daughters. 
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No wonder she’s smiling. No 


more tiring days at the wash-tub. 
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From next week onwards she'll 
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have a washing machine. The 
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one she saw in the Daily Mirror. X¢ 
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According to the I.1.P.A. Survey 
25% of all washing machine 
owners read the Daily Mirror. Daily Mirror 


readers also own 27%, of all Britain’s private cars 


and 39% of all television sets. Pretty impressive 
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Mirror, with the biggest daily net sale on earth, 
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is also the world’s greatest mass market medium. 25) 
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biggest daily 
sale on earth 
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Consumption is dropping—so first | 


post-war campaign is on 
Heavy and continuous advertising to promote the sale of 


all flour products, including bread, started this week. The 
campaign which has been launched by the Flour Advisory 


Bureau is the first since the war. 


£4,097 deficiency 
of marketing — 


company 


A deficiency of £4,097 was 
referred to at the first meeting 
of creditors of the Clifton 
Marketing Co., Ltd. The state- 
ment of affairs disclosed un- 
secured liabilities of £4,139, but 
in addition there were prefer- 
ential debts for £200. Assets 
were valued at £242. 

The Official Receiver told the 
meeting that the company was 
formed in July, 1947, with a 
nominal capital of £10,000, of 
which £3,000 had been issued. 
The directors in office at the date 
of the winding-up order, on 
November 14, were John Des- 
mond O'Rourke and Dennis 
Lester Barrett. 


Research for Derrick 


He said that the company 
appeared to have been incorpor- 
ated by a former director to 
undertake market research in 
advertising on behalf of Paul E. 
Derrick Advertising Agency Ltd., 
which was wound up in January, 
1955. From 1952 Clifton 
Marketing Co., Ltd., “did not 
seem to have been able to con- 
duct its business profitably.” 

The present directors had said 
that they were elected to the 
board in 1952 merely to give them 
status in their positions of sales- 
man and camera process 
operator, respectively, in a print- 
ing and photographic business 
which a former director caused 
the company to establish at Clif- 
ton Hill, N.W.8, and which was 
carried on in conjunction with 
the market research. 

They had attributed the failure 
to expenses incurred in establish- 
ing that business and to losses 
arising from the sale of the com- 
pany'’s machinery and effects. 

A resolution was passed for 
the appointment of K. R. Cork, 
of 19 Eastcheap, E.C., as liquida- 
tor, together with a committee of 
inspection. 


Packaging course 

The Manchester Municipal 
College of Technology is to hold, 
in conjunction with the Institute 
of Technology, a course of 11 
lectures on packaging, beginning 
next Wednesday. The course is 
intended primarily for executives 
who are directly interested in 
packaging. 


At a luncheon last week 
Donald B. King, chairman of the 
management committee of the 
Bureau, gave the first details of 
the drive, which, he said, would 
promote sales and also act as a 
source of informative and educa- 
tional material in every form. 
Flour and bread consumption 
had declined and was at the 
present time below pre-war con- 
sumption figures. Thus the level 
of flour and bread consumption 
would depend more and more on 
the activities of the Bureau, whose 
intention it was to create in the 
public mind a positive attitude 
towards flour in all of its forms. 


Impact needed 


“We must bring home to the 
public its fundamental value as 
a food and the enjoyment that it 
provides,” he added. 

Initially the campaign will be 
centred upon bread. Theme 
advertisements will be “Enjoy 
good health with good fresh 
bread.” Agents S. H. Benson 
Ltd., who are handling the 
account, have booked spaces in 
national daily and Sunday news- 
papers, the “Radio Times,” lead- 
ing women’s magazines—which 
will carry large-space colour 
advertisements—and the retail 
trade press. 

Supporting the overall cam- 
paign, large-scale cinema and 
poster advertisements, together 
with point-of-sale displays, will 
be used in towns throughout the 
country. 

The promotion will also take 
in medical and farming journals 
which will carry “authoritative 
and convincing” advertisements. 
In addition a team of graduate 
dietician-lecturers is being built 
up to give talks and demonstra- 
tions of the use of flour, bread 
and flour products to women’s 
clubs, institutes and _ schools 
throughout the country. 
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FLOUR BUREAU LAUNCH HEAVY AD DRIVE 


. « 
Trophy for Pirie 
Gordon Pirie, elected Sportsman of 
the Year in the tenth national 
ballot organised by “Sporting 
Record,” receives his trophy from 
the Rt. Hon. lain Macleod, Minister 
of Labour and National Service. 
Pat Smythe was presented by Mr. 
Macleod with the Sportswoman of 
the Year trophy. 


Rolex ‘uplift’ 
challenge 


result 


The Public Referee, W. Craig 
Henderson, QC, has announced 
his ruling on the challenge made 
by the Rolex Watch Co., Ltd., 
of London, against the “uplift” 
duty over and above the duty on 
the invoice price, placed by the 
Customs and Excise on their 
imports from Switzerland. 

The Referee has ruled that, 
subject to the opinion of the 
court on certain legal points, the 
Commissioners are entitled to 
add back to the invoice price, for 
the purpose of assessing value 
for import duty, that part of 
Rolex’s advertising costs which 
relates to the establishing and 
maintaining of the market here 
as opposed to that part which 
“merely assists to the sale of the 
goods in the English market.” 

But the Referee has further 
held that the Commissioners were 
wrong in imposing a 174 per cent 
“uplift” and that their method of 
calculation was incorrect. The 
appropriate rate, in his opinion, is 
10 per cent. 

Rolex state that they have 
instructed their solicitors to 
appeal against the award. 


The annual staff luncheon of Crane Publicity Lid. was held last week 


at the Shaftesbury Hotel. 


In the chair was director V. J. Sayles. 


‘Greater need for 
salesmanship 
this year’ 


Salesmanship will be more 
essential to Britain’s prosperity in 
1956 than ever before, Lt.- 
Colonel Maurice W. Batchelor 
told the 35,000 members of the 
United Commercial Travellers’ 
Association, of which he is presi- 
dent, in a New Year message. 

“We as a nation must become 
more salesmanship conscious. 
We are deluding ourselves if we 
think that the country’s goods 
will sell themselves. 

“Salesmanship is a technique 
which, in modern business condi- 
tions, requires close study. With- 
out that study, we shall fall 
behind in the world’s markets.” 

The role of the commercial 
traveller in Britain’s economic 
life was a vitai one, he said. 

“The increased production of 
our factories, necessary for the 
maintenance of our exports, 
would be of little avail if it were 
not based on a healthy home 
market. And that trade depends 
on the commercial traveller for 
its development.” 


‘Year of efforts’ 


“TI would like to get ahead with 
concrete activities to promote an 
increased offtake of cotton 
goods,” said Sir Raymond Streat, 
chairman of the Cotton Board, 
in a New Year message to the 
cotton industry. 

“Selling is what counts in a 
buyer’s market, and 1956 ought 
to be a year of intensive selling 
efforts in price, quality and 
service.” 


Conference on 
packaging 


The Institute of Packaging is 
to hold its first national confer- 
ence at Brighton, from Thursday 
to Saturday, April 12 to 14. The 
main business session will be 
held on Friday under the general 
theme of “Progress in packaging: 
where is it leading us?” 

The conference will split up 
into two groups, those interested 
in consumer goods, and in dur- 
able goods (e.g. capital equip- 
ment). 


Check on displays 


Kendal Town Council is to 
keep a check on any unauthorised 
advertising displays in its dis- 
trict. This is at the request of 
Westmorland County Council, 
which feels that cases of infringe- 
ment of the advertising planning 
regulations are occurring in the 
county, and that it is difficult to 
supervise the whole of the county 
without the help of local 
councils. 
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A gripping shot from 
a Weetabiz insertion in ‘‘Tips’’ 


Can the Man-with-the-Gong 
send YOUR sales mounting ? 


CINEMA ADVERTISING catches the consumer 
in a relaxed and receptive mood. The pill of per- 
suasion, sweetened by the jam of entertainment, 
goes down easily. That is why so many astute ad- 
vertisers pin their faith to this form of publicity, 
and in particular to the Man-with-the-Gong— 
symbolising The Rank Organisation—as a past 
(and present!) master in the production and ex- 
hibition of screen advertising. He has the experi- 
ence and the equipment, the techniques and the 
stars; he has, too, busy cinemas in which the 


messages of advertisers are carried to an immense 
and responsive public through filmlets, two- 
minute films and the monthly magazine-films 
‘‘Tips’’ and (very shortly now) ‘‘Shop’’. 

Isn’t itmore than likely that the Man-with- 
the-Gong can give your sales a lift? Put the subject 
down on the agenda for your next conference. 

All the Rank screen advertising activities 
for Great Britain and Overseas are centred in 
J. Arthur Rank Screen Services Limited, 11 Hill 
Street, London, W.1. (Grosvenor 6353). 
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DISPLAY FIRM 
EXPANDS 


‘Complete service’ 
now claimed 


The acquisition of the Camden 
Joinery Mill and Display Co., 
Ltd., now known as Camden Ex- 
hibition and Display Ltd., has 
been announced by J. & H. 
Cocks Ltd. John Delaney, man- 
aging director of the two com- 
panies and also of John Delaney 
Ltd., says that this has been done 
“to enable the companies to pre- 
sent a complete display move- 
ment service.” 

A survey conducted by his 
organisation recently, he states, 
revealed that much _ display 
material is relegated to cellars 
by retailers who cannot be 
bothered to erect and dismantle 
it. 


‘No guarantee’ 

“Existing transport systems 
are not sufficiently integrated to 
guarantee delivery dates. There- 
fore more display material than 
is really necessary has to be 
made and transported in an effort 
to obtain adequate coverage, we 
discovered. 

“Inevitably there is consider- 
able damage at the hands of un- 
skilled and indifferent labour. 
Deterioration of material held up 
in rail sidings and dumped in 
cellars also causes unnecessary 
expense, while time is being 
wasted in renovation; and storage 
fees for displays not in use pro- 
vide additional overheads.” 

To overcome these defects 
J. & H. Cocks Ltd. devised their 
display movement service, which 
is based on a nation-wide trans- 
port network. 


Vans on tour 


A fleet of specially-constructed 
vans regularly visits main cities 
and towns in Great Britain. Dis- 
plays are moved from shop to 
shop, and from town to town, in 
accordance with a _ prepared 
schedule. They are erected and 
dismantled. Renovations, when 
necessary, are carried out imme- 
diately. 

“Regular, predictable circula- 
tion means,” Mr. Delaney claims, 
“that fewer displays are needed; 
that they are always in good con- 
dition; and, when not required, 
are stored, free, by the com- 
pany.” 

Another advantage claimed is 
that with the recent amalgama- 
tion the entire sequence of 
events, from building the display 
to circulating it, is controlled by 
one organisation. 


(See Mainly Personal, page 42) __ 
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The directors of Longleys and Hoffmann Ltd. were hosts to 150 people at a dinner and dance given to the staff 
In the chair was Douglas Bain, chairman of Longleys & Hoffmann-Lid., 
and joint managing director of S. H. Benson Ltd. The guests included H. C. Longley, founder of Longleys, 


at the Midland Hotel, Birmingham. 


and Mrs. 


Out of more than 130 competitors, 


D. N. Germany, of London, won 
the first prize of £50 with this entry 
in the National Federation of 
Plumbers and Domestic Engineers’ 
membership sign competition. Mr. 
Germany is art editor of ‘Sales 
Appeal” and consuliant designer! 
typographer to Creative Journals 
Ltd., and ‘Primaprese Lid. He is 29. 


Longer Sunday TV 


From Sunday there will be 
regular religious programmes or 
services on the ITA programme. 
They will be transmitted at 7 
p.m., by Associated TeleVision 
Ltd. Original starting time was 


—- p.m. There will be no 
ADS TIE UP 


Tying up with the recent 
record-breaking world flight by 
the de Havilland Comet, two 
petroleum companies used tele- 
vision and took large spaces in 
last week’s nationals to announce 
that their fuels and oils had been 
used on the flight. 

McCann-Erickson Advertising 
Ltd. produced a special TV spot 
for Esso Aviation Turbo Oil 35. 
Samson Clark & Co., Ltd., who 
handle the aviation fuels side of 
the Esso account, booked large 


spaces in national papers to con- 
gratulate John Cunningham and 
his crew and to say that Esso 
turbo oil was used on the flight. 
television and _ press 


CANNOCK 


_Another 


. Longley. 


Above is a view of the top table. 


@ 4H 


LCC AD BYE-LAW REPEAL IS 
‘VIRTUALLY CERTAIN’ 


London County Council are 
planning to repeal their bye-laws 
dealing with lamp and sign adver- 
tisements and to substitute for 
them a revised code to be agreed 
with London borough councils 
as “a basis of common practice.” 

This could be revised from 
time to time to meet changing 
circumstances, the Council state. 

In a letter to the Metropolitan 
Boroughs’ Standing Joint Com- 
mittee the Council say that 
experience of bye-laws in con- 
nection with technical matters 
shows that “their rigidity may 
become an administrative embar- 
rassment when standards change 
or develop.” An alternative to 
periodical revision, which in itself 
was a cumbersome process, might 
be te repeal them altogether. 

A report from the standing 
joint committee says the adver- 
tisement regulations do not cover 
all the matters dealt with in the 
lamp and sign bye-laws. But the 
residue, which are primarily 
matters of public safety in con- 
nection with construction and 
fire- “grading, a are safeguarded 


WITH COMET 


advertising tie-up was carried out 
by Colman, Prentis & Varley Ltd. 
for Shell Aviation Turbine Fuel. 
Advertisements and commercials 
stated: “At all points round the 
world the Comet was refuelled 
with Shell.” 

Sir George Godfrey & Partners 
Ltd., through agents Hyde 
Partners Ltd., also took space in 
the national press to congratulate 
John Cunningham and his crew. 
They supplied the air-condition- 
ing equipment for the aircraft. 

Another television advertiser 
was the Dunlop aviation division 
who had a special spot prepared 
for the occasion by their agents 
Charles F. Higham Ltd. 


separately by the council under 
different Acts. 

Discussions between the LCC 
and the committee are to start 
shortly. 

A committee spokesman states 
that, as both parties are in agree- 
ment, the repeal of the relevant 
bye-laws by the LCC is virtually 
certain. 


Plea for college 


PR courses 


A meeting of the Chartered 
Institute of Secretaries in Dublin 
was told that there had been “a 
remarkable growth of interest in- 
public relations on the part of 
the Irish public.” 

Making the statement, 
Aidan O'Hanlon, an executive 
committee member of the Public 
Relations’ Institute of Ireland, 
said that in an age “when wars 
can be fought and won with 
words alone,” one might look 
forward to the day when Irish 
universities would repair a long 
omission and establish faculties 
catering for journalism and pub- 
lic / a. 

O'Hanlon, who is public 
imines officer for the Irish 
Tourist Organisation (Bord Failte 
Eireann), said that public 
relations—already one of the 
most powerful influences in the 
American way of life—was 
rapidly gaining a similar status 
in Britain. 

About 40,000 Americans now 
filled executive public relations 
posts, and almost 300 American 
colleges and universities offered 
full academic courses for intend- 
ing public relations officers. In 
Britain, all major industries, 
transport, cultural and sporting 
undertakings, accepted public 
relations as essential to their 
progress. 
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a “OFFICIAL JOURNAL OF THE 
INSTITUTE OF WORKS & HIGHWAYS SUPERINTENDENTS” 


As from JAN. 6, 1956, ‘‘Municipal Engineering’’ will 
incorporate the official news and views of the Institute 


This latest step forward means:— 
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COMMENT 


CLUBS AT THE 
CONFERENCE 


When the Club Development 
Committee meet in Glasgow 
to-morrow (Saturday) the main 
item on the agenda will be 
consideration of the part to be 
played by the club movement 
in the Advertising Association’s 
“new look” conference to be 
heid at Brighton in May. 


It is to be hoped that the club 
delegates will be able to find 
in the alternative facilities 
offered by the Association an 
opportunity to fulfil their Con- 
ference aspirations. 


The Clubs have felt for some 
years that they should have a 
place of their own on the 
annual platform of advertising, 
and their ambitions were 
clearly expressed last year at 
the free-for-all session. 


‘Now they are offered their oppor- 
tunity—and they should grasp 
it with enthusiasm. 


Ambitious 


The Conference as a whole has 
the most encouraging appear- 
ance of any since the great 
international event in 1951. 


It is ambitious in conception yet 
down to earth with its working 
sessions and extended discus- 
sions from the floor. 


The character of the event should 
not be compared with that of 
the Buxton Conference with its 
specialised sessions. There is 
the fundamental difference that 
a whole day will be devoted 
to bringing before all delegates 
the conclusions reached at the 
working sessions. 


Chance for youth 


As never before, the success of 
the event depends upon the 
whole-hearted participation of 
the delegates. And there will 
be a special interest for youth. 


In the past it has been felt by 
some employers that ft is not 
worth while sending young 
members of their staffs to what 
they have regarded as a 
jamboree. This year it will be 
different. 


plans are 
successfully, 
Brighton 1956 should be a 
down-to-business Conference 
well worth attendance by 
everyone in the business. 
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Talking Points 


January 6, 1956 


Bread campaign pinpoints marketing 
problem of institutional publicity 


WH techniques developed 

to their present stage of 
efficiency, it is comparatively 
simple to advertise a product to 
the mass market and guarantee 
a demand in relation to the 
publicity investment. 

But it is not so easy to main- 
tain sales if the quality and dis- 
tribution factors are not right. 

An individual advertiser can 
control these factors. But what 
happens when it comes to an 
institutional campaign? 

Take the case of the big cam- 
paign planned to boost flour 
sales this year. A_ promising 
campaign has been prepared— 
indeed, the first ads have some 
of the best copy seen during the 
past 12 months—and there are 
considerable resources behind it. 

But the success or failure of the 
operation will depend in the end 
not on the power of the advertis- 
ing but on the efficiency of the 
baker. 

Most flour, of course, goes into 
bread, so the advertising emphasis 
is on the loaf. But it is generally 
agreed that many bakers are pro- 
ducing poor bread, and _ that 
bread delivered to the door is not 
always as good as that bought 
from the small shop with its own 
ovens. 

So the problem is: Should 
trade press advertising have been 
used in a fairly long public rela- 
tions campaign to educate the 
baker, leading into consumer ad- 
vertising? Or is the one big 
effort using most media at the 
same time more effective? 


SHIRT TALE 


How strange is the attitude 
of those people who pre- 
sumably make a living some- 
where and yet Oppose what they 
derisively call “commercialism.” 

Just before Christmas in this 
column attention was drawn to 
the possibility of advertisers con- 
tributing to the cost of sending a 
British team to the Melbourne 
Olympics and getting some publi- 
city in return. 

Now F. G. Tatham, of Lewis- 
ham, takes up the argument. He 
asks: “Surely a donating firm 
does not expect to see athletes 
wearing advertisements on their 
shirts?” 

Of, course not! But this is the 
old stosy. They want the adver- 
tiser’s money but are not pre- 
pared to give adequate recogni- 
tion to his generosity. 


Mr. Tatham has one good sug- 
gestion. He says there are many 
athletics meetings which would 
welcome sponsorship by adver- 
tisers in the same way that some 
big national events are already 
associated with national news- 
papers. 


BOUT this time each year 

the pessimists in advertising 
start to talk gloomily of bad 
times ahead and falling appro- 
priations. 

Year after post-war year they 
have been proved wrong. But 
they always come up crying 
again. 

First among the prophets of 
doom this year is the research 
department of Alfred Pemberton 
Ltd. In a publication entitled 
Marketing Trends it is stated: 

There are signs of a levelling 
off in our own economy and... 
further signs of difficult times 
ahead on the international front. 

There is talk of the possibility 
of recession and an assertion that 
“the next 12 months may see the 


first crisis of confidence that the 
world economy has had to face 
since 1930.” 

Right or wrong, this will make 
interesting reading this time next 
year. 


ODD AD STORY 


ERE’S a claim with a 

difference for the pulling 
power of classified advertise- 
ments. 

Two smalls were handed in 
to the Manchester Evening News 
within 30 minutes of each other. 
One was for a watch lost, the 
other reported a watch found. 

By chance, the two ads were 
handed to the same compositor, 
who immediately noticed the 
similarity. 

The News says: “Smartly he 
drew attention to the link and 
Hey presto! Two people were 
made happy . . . we cannot recall 
such a happy coincidence, which 
has brought two advertisers to- 
gether even before the advertise- 
ments were published.” 

It’s interesting to speculate 
what the classified manager said 
about losing the two ads! 


TO-MORROW ’S TOPICS 


@The problem of adequately 
publicising a growing number 
of brand names is likely to be 
tackled by large concerns in 
the near future. Some visualise 
the grouping of allied products 
under over-all names. 


@ The announcement by Dunlop 
of a £5,500,000 development 
programme ffor producing 
natural rubber in Malaya fore- 
shadows a big publicity drive 
to meet the challenge of syn- 
thetic products. 


@ The cake-mix war will hot up 
in the near future. New flavours 
and improved quality will 
feature in the advertisements 
of five competing manufac- 
turers. 


@ The recent resurgence of beer 
sales is being closely watched 
by the soft drinks industry. 
New and improved products 
are planned for introduction 
with heavy publicity in the 
spring. 

@ New flavours—such as cherry 
— are to be introduced for 
British wines to supplement the 
“port type” and “sherry type” 
ranges. All-media advertising 
is projected. 


@ Major packaging development 
this year will be the beginning 
of a gradual change-over from 
milk bottles to a new type of 
paper carton. 


@ Some of the biggest periodical 
publishing houses are planning 
to close down “weak sister” 
journals as a streamlining move 
to meet mounting production 
costs. 


@A British company is to break 
new ground in Spain with the 
introduction of advertising 
films. 


@A number of big national 
weekly magazines have shelved 
a proposal that they should 
follow the example of the 
monthlies and increase their 
selling prices. This points to 
rate increases to meet rising 
production costs. Early an- 
nouncements are expected. 


@ Looking for extra revenue to 
cover wage increases, some 
provincial transport authori- 
ties are to review past deci- 
sions not to carry ads on their 
buses. 
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This year’s flood of calendars brought 


many that showed— 


How to tell the industrial 
story with a difference 


ONG, long before the 

most venturesome trader 
began to stock his window 
display and press adveftise- 
ments with Christmas and 
New Year fare the calendars 
began to arrive at ADVER- 
TISER’S WEEKLY. They went 
up on the walls—and then 
when the move south of the 
river was made, they came 
down. None was lost. Then 
some went up once again upon 
shelves, chairs, and desks until 
one corner of a spacious office 
was hidden by the mass . 
and still they came. 

They are still coming. 

Inevitably, only a fraction of 
the totality can be reviewed in 
this issue. There may be more 
later on but this much can be 
said now: To all who sent in 
samples of their 1956 date-givers, 
many thanks. It was good to get 
them . . . and they have been 
placed where they will be well 
used. 

Last year a trend was per- 
ceptible: floral designs were the 
thing. 

This year we cannot trace a 


trend of any kind. Perhaps it is 
a case of not being able to see 
the wood for the trees, but there 
we are. Trends, this year, are off. 
So where to begin? 


A ‘ knockout ’ 


That is not so difficult, because 
the “knockout item,” so far, has 
been the calendar from Anderson, 
Boyes & Co., Ltd., makers of 
coalcutters, conveyors, loaders, 
and gate end boxes. If you had 
been told that it was possible to 
put together a calendar around 
the design of a coalcutter you 
probably would not have be- 
lieved it. But it can be done. 
Understandably against a coal 
black background, the coalcutter 
stands and wheels at the side 
enable the months and the days 
to be indicated while a long and 
extremely industrial-seeming arm 
reaches out to put a ring round 
the date. In the centre is a large 
yellow area bearing the tantalis- 
ing slogan, “Win more coal each 
day—the AB way!” 

Remaining awhile on the sub- 
ject of heavy industry, the Brush 
Group organisation have come 
up with a large and lovely calen- 
dar carrying three months to the 


| Making glamour work in the ad 
WATSON, MANASTY & C..L». 


OPTICAL SCIENTIFIC % INOUSTRIAL INSTRUMENT MANUFACTURERS 
139 Richmond Road, Kingston-on-Thames, Surrey. KINgston 7008 & 6094 
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Shadomastez Profile Projectors 


The man using the tape measure in this picture is not the judge at a 

seaside resort bathing beauty contest but the technical sales manager 

of the firm which has issued the calendar—which hangs from this 
large top card. 


The International 

Paints people are 

using a sea horse 
this year. 


page and illumined by scenes 
from the United Kingdom. For 
their part, Wadkin Ltd., wood- 
working machinery engineers, 
went to the paintings of J. Mc- 
Intosh Patrick, for the four illus- 
trations that grace their attrac- 
tive calendar. Here again, there 
are three months to a page and 
even the wintry view of the Carse 
of Gowrie which spans January 
to March has a rustic charm of 
its own. The colour blocks came 
from V. Siviter Smith & Co., 
Ltd., and the printers were 
Adams Bros. & Shardlow Ltd. 


High quality print 

Mention of printers brings to 
mind three outstanding pieces of 
work. First (but in no merit 
order), from Tapp & Toothill 
Ltd., fine colour printers, comes 
a high quality item that, with 
the exception of the bevelling 
and gilding, was produced en- 
tirely in their factory at Bramley. 
The large seascape scene 
“Breakers,” by Edouard Mandon, 
was printed in four-colour letter- 
press and the blocks were made 
by Gilchrist of Leeds. 

Secondly, there is the delight- 
ful piece from Wass, Pritchard 
Co., Ltd. Here, the scene is a 
vase of flowers before a french 
window leading to the kind of 
garden you and I are not likely 
to have because we simply could 
not run to that kind of mortgage. 
Thirdly, those who are fascinated 
by tropical fish are going to take 
very kindly to the first-rate silk 
screen job from Silk Screen Arts 
Ltd. More than that, anyone 
who has not been told of the 
sort of thing screen processors 
can do these days will be in for 
a surprise if and when they see 
this piece of work. ; 

One of the success stories of 
the year in the ocean of fish trade 
advertising was undoubtedly the 
series begun by Explorator Ltd. 
and sensing that it might prove 
to be so we ran a case history 
on the campaign back in the 
spring (ADVERTISER’S WEEKLY, 
April 14, 1955, page 64). Carried 
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Scenes from foreign parts, in 

glorious colour and with puppets 

as people distinguish the calendar 
issued by KLM. 


out by J. P. McNulty & Co., Ltd., 
the advertisements proved so 
popular that fishmongers decor- 
ated their shops with the brightly- 
coloured and well-bosomed car- 
toon mermaid. As a result of the 
high popularity of that campaign, 
12 of the advertisements have 
been gathered together and issued 
in the form of a calendar. And 
it’s an eye-catcher. 

The Armstrong cork people 
have done it again. Last year 
they issued a calendar composed 
entirely of cork—the month 
leaves being as thin as paper. 
Seemingly to prove that it really 
did happen last year their 1956 
date recorder is in exactly the 
same style and with silk screened 
illustrations (six of them based 
upon the adventures of Don 
Quixote). Even now the achieve- 
ment is hardly believable. 

Two years ago Horrocks & 


@ Continued on page 18 
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Essential preliminary to the yachting season 
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March Fitting-Out Number 


YACHTING WoRLD’s annual * Fitting-Out’ Number, published March 6, 
will arrive at the precise moment when thousands of yachtsmen, at 


home and abroad, are realising that it is high time they were *‘ up and 
doing’ in readiness for the new season. Containing much practical 


advice on such things as rigging, painting, tuning, engine overhaul — and the many 
other jobs which come under the general Feading of fitting-out, 


plus the Design Supplement for which the journal is world famous, 
the March YACHTING WORLD is an advertising medium without equal. 


The issue to reach buyers when they are buying; book your space now 


ILIFFE & SONS LTD. 
WATerioo 3333 


DORSET HOUSE, STAMFORD STREET, SE1 
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‘Cheesecake’ calendars 
with a technical touch 


Co., Ltd., sent us the calendar 
they had produced for Inter- 
national Paints Ltd.—a striking 


piece of colour work showing a 
fish contemplating a bait. We 
said at the time that the subject 
provided a natural follow-up 


theme for the next year. The 
hint was taken. Last year there 
was a follow-up ... and now 


comes another. The pity is that 
our reproduction (see page 16) 
gives no idea of the attractive 
colouration—photo-litho in nine 
colours with additional printings 
for the name and trade mark. If 
this theme runs through the 
entire aquarium it will only be a 
delight. Certainly, it strikes one 
as being an admirable standard 
bearer for the paint company. 
Anyone who can lay hold of 
the Whitbread calendar will be 
very fortunate. Under the head- 
ing “Saturday Afternoon” are 
presented (in delightful colour) 
12 types of sporting activity with 
the introduction written by 
Bernard Darwin. Nine eminent 
painters have contributed the 
illustrations and the whole 
calendar has been designed and 
produced by A. N. Holden & 
Co., Ltd. Printing was by W. S. 
Cowell Ltd. There is certainly 
a fine selling line in the observa- 
tion of the old cricketer cited by 


Bernard Darwin: “The scent of 
that ale comes upon me as freshly 
as the new May flowers.” 

From the Birmingham Post 
comes once again “Greetings 
from the Midlands,” with 12 fine 
photographs from that part of 
the world. So proud of their 
county are the people at York- 
shire Conservative Newspaper 
Co., Ltd., that they issue their 
“Yorkshire Year” item with as 
many as 24 photographs, all 
taken by Yorkshire Post staff 
photographers. 


Standards maintained 


When we turn to scenery of a 
different variety—involving the 
female form—we find that last 
year’s standards are being well 
maintained. We don't like to 
think of any year ungraced by 
the heart-warming kind of lady 
that Popper & Co., Ltd., carton 
makers, specialise in and, for- 
tunately, we are all right for 
1956. This year she comes sun- 
burned to a high degree and as 
brunettish as one could wish. All 


that stuff and nonsense about 
blondes ! 
Bluntly labelled “Pin-Up 


Greetings,” the year marker that 
the people at Blighty have sent 
out is overflowing with the 
kind of thing that Mrs. Grundy 


would have none of. For those 
in their right mind, however, it 
is a different story. But always 
one marvels at the verses placed 
beneath the lady of the month. 
Thus for July we are told that: 

“When Babs is on the beach 

who wants a yacht ? 

“For Babs is a_ sight 

‘shore’ eyes, is she not?” 

And Babs is, too! 

From Watson, Manasty & Co., 
Ltd.. comes a “cheesecake” calen- 
dar that is right out of the ordi- 
nary. These people are optical 
and scientific instrument manu- 
facturers . . and so, over the 
caption “Where dimensions are 
important ae. ”, they 
have had printed a picture of 
what seems to be a beauty con- 
test judge running the tape round 
a contestant. Writes J. G. C. 
Jameson, a director of the com- 
pany: “Quite apart from the 
association of the young ladies 
with precision measuring equip- 
ment which we manufacture, the 
gentleman in the picture is our 
own technical sales manager who 
is familiar to many engineering 
companies using this type of 
equipment, . . . This calendar is 
designed to be of interest and 
amusement value. It was not 
produced with a view to its 
aesthetic value, nor is it intended 
to be a work of art. However, 
we feel that it is unusual and 
should cause some amusement 
among our customers.” 

He is hardly to be doubted. 

Nor can one doubt the wide 
and appreciative comments that 


for 
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{Sunburned lady | 


This year’s calendar from Popper 
& Co., Lid., carries a very sun- 
burned version of the kind of 
lady likely to brighten any office. 


will go up from those lucky 
enough to get one of the KLM 
calendars. In delightful colours 
(and excellently printed by Joh. 
Enschedé en Zonen, Haarlem, 
Holland) puppet figures are 
shown on tour in various parts 


@ Continued on page 20 


Over 100,000 regular 
readers each month 


- Quality goods and services 


find a responsive market 


in the pages of the 


Magazine Department 
84 The Promenade 
CHELTENHAM 


Austin Motor Company Ltd. 


Phone : 52733 


‘AUSTIN MAGAZINE’ ana ‘MOTORING’ 


Monthly — Price 6d. 


Monthly — Price 9d. 


Publications of the 
British Motor Corporation 


Motoring 


Cowley 
OXFORD 


The Nuffield Organisation 


Phone : 77777 


WRITE FOR SPECIMEN COPIES AND RATE CARDS 
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The Place for You 
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Look through the pages of THE 
FINANCIAL TIMES. See the many 
leading industrial advertisers who regularly 
reach ‘ Top Management’ through its 
pages. This newspaper is widely 
read and respected in all the offices 
and board rooms where industry’s 

big buying decisions are made. 

For getting the attentive ear of even 
the “ unapproachable ” executive 
there is no finer medium than 

THE FINANCIAL TIMES. 


Advertisers featured: THE ATLAS DIESEL CO., LTD., 
NORTHERN ALUMINIUM CO. LTD., 

CONSOLIDATED PNEUMATIC TOOL CO., LTD., 

B.1.P. CHEMICALS LTD., STEWARTS & LLOYDS LTD. 


Men who mean business read 
THE FINANCIAL TIMES 
every day 


SIDNEY HENSCHEL, ADVERTISEMENT DIRECTOR, 72, COLEMAN STREET. £.C 
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THEATRE & 
EXHIBITION 
CONTRACTORS 
LIMITED 


26, PROGRESS WAY, 


CROYDON. phone 2624-5 


Specialists in Exhibition 
Feature Construction, 
Stage Decor, Scenery 


Why not put your TV 
Feature or Exhibition— 


ON ICE! 


We have complete equipment 
available as supplied to 
RADIOLYMPIA 
RADIO EARLS COURT 
DAILY EXPRESS FOOD FAIR 
No. | THEATRES 


eR ener 


Warnes Direct 
Mail Service 


LONDON’S 


SPEEDIEST 
MAILING SERVICE 
IN TODAY—OUT TOMORROW 


* Ask our representative 
to call. 

* Keen quotations. 

* Van collections. 


Telephone 
BALham 
$191/2/3 


WARNES, 
10, Station Parade, S. W. 12. 


can you reach 
your" 
telephone? 


SESE S. 


. HIGH CLASS 
SILK SCREEN PRINTING 


E..J. GRANGER Ltd. 


87 BELMONT PARK RD, LEYTON E10 


\ LEY. 2598 
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(Yes, there is so much of * 
interest to read) + 


and each time your+ 

advertisement is + 
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NORTHCLIFYE 
NEWSPAPERS 
GROUP LTD. 


WEEKLY NEWSPAPERS 
YORKSHIRE and 
LINCOLNSHIRE TIMES (Hull!) 
SATURDAY TELEGRAPH 
(Grimsby) 

STAFFORDSHIRE WEEKLY 
SENTINEL (Stoke-on-Trent) 
HERALD OF WALES (Swansea) 
GLOUCESTER JOURNAL 
(Gloucester) 

CHELTENHAM CHRONICLE 
(Cheltenham) 


Director 
163, QUEEN VICTORIA ST., E.C.4 
Telephone: FLE. 6000 
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Calendars which simply 
tell the date! 


of the world—and always they 
carry a little KLM bag. 

First-class colour photography 
characterises the latest calendar 
issued by Frederick Parker Ltd., 
makers of quarry and construc- 
tional machinery. This is a 
three-month-to-a-page job which 
also carries the actual date on a 
bold block. On each picture one 
of the firm’s machines is shown 
at work and the rearside of the 
page gives the technical facts. 

Another “bold date” daily pad 
calendar comes usefully from 
Noakes Brothers Ltd., process 
engravers and typesetters. The 
scene, which is reproduced in 
black and white, is captioned 
“The Heart of Kent”—and it 
could be a spot just beyond 
Wateringbury. The art calendar 
from Arbeiderbladet is something 
very well worth keeping far 
beyond 1956. . . and the pictures 
are perforated for that purpose. 
There is a contest ke to this 
piece of work which gives it 
added interest. 


Large and witty 


A series of impressions by Kerry 
Lee form the illustrations carried 
by the large and witty item 
from Brook Motors Ltd., and 
wit also characterises the delight- 
fully designed piece of work from 
the Midland Bank. One suspects 
that Roger Darcy would 
nothing but praise for the typo- 
graphy, but then, one never can 
tell. Against each month the 
Midland Bank have placed a 
short —_ of the sort that was 
not “knocked off” over a cup of 
tea—as every copywriter will 
know. 

One month to a page (plus the 
rest of the year in small type) 
with absolutely no trimmings at 
all—not even one brass knob— 
comes on the calendar from S. D. 
Syndicate Ltd. (brass, zinc, cop- 
per, and lead are handled by 
these good people) and some- 
what in the same grim but 
essential field are the Darlington 
Group (a number of companies 
which deal with heat, cold, and 
sound insulation as well as with 
industrial painting). Something 
out of the ordinary was designed 
by their agents, Saward, Baker & 
Co., Ltd., and the result is the 
copyright of the group. 

To escape from the rather 
sombre appearance of many 
plain industrial calendars the 
headboard was designed in a con- 
temporary vein using a pastel 
colour with black on white 
board; the pages have been 
printed in black with a black 
tint on a background of vividly 
contrasting colour, the same 
colour being used for the figures 
of the subsidiary months. To 
provide variation in the colour 
scheme through the year the 
pages come in cycles of golden 
yellow, orange and magenta. The 
printing, by offset lithography, 


Belle for June 


Atop the dates for June on the 
“Blighty” calendar is the above 
picture. 


was carried out by Hindson & 
Sons Ltd., of Newcastle. 

Perhaps it’s because I’m a Lon- 
doner and all that, but the modest 
item from London Co-operative 
Society Ltd. strikes one as being 
altogether very pleasant—an Em- 
bankment view of Waterloo 
Bridge in the summer time. The 
large production from ACV Sales 
Ltd., with its view of a village 
shop (by Gordon M. Forsyth), 
reveals what we are going to lose 
with the spread of the self-service 
teshnique. “Bold” is the word 
to use in respect of the calendar 
from the Irish News (now in its 
101st year), but one does wonder 
why the chance to display some 
of the beauties (scenic at Teast) of 
the country has been let go by. 

The original Bar 

No such opportunity has been 
passed up by the Solicitors’ Jour- 
nal, for above the admirably clear . 
month page is a fine photographic 
study of the old and original 
Temple Bar . . . may it soon re- 
turn to plague the traffic at the 
western end of Fleet Street. Two 
of the best calendars fitted with a 
red frame (to indicate the actual 
date) came in to us from the 
Meat Trades Journal and St. 
Clements Press; unspectacular 
such pieces may be, but, to be 
sure, no busy office is complete 
without them.—dH. F. 
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NEWCASTLE 
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Shields Gazette ’ 


SUNDERLAND 


Twe powerful punches on Tyneside 


Here is an effective left and right to boost your sales on 
Tyneside where earnings are high and sales resistance low. 


NORTH SHIELDS—EVENING NEWS 


The circulation of this lively newspaper has 
risen by over 60%, in the last ten years. The 
North Tynesider cannot be without his daily 
companion, the Evening News, which pene- 
trates well into the rich mining communities 
to the north. 


SOUTH SHIELDS—SHIELDS GAZETTE 


Two out of three households in this busy 
town of 107,000 people read the Gazette in 
their homes. Its circulation has increased by 
59% since the war and still climbs upwards. 
A cheap and certain means of reaching these 
prosperous people. 


Tynesiders both North and South of the river remain loyal to 
their local papers. Advertisers who take advantage of this fact 
can be sure of good results. 


Bes, ( azelle 


And Shipping Gelearaph. 55.267 46.c. 
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Why 1955 has been 


A MILESTONE YEAR 


MILESTONE | (international advertising) 


1955 will be remembered at TIME as a year of record advertising achievements by all four of its international 
editions. 


During the past year, the four international editions of TIME (exclusive of the U. S. edition) sold more 
than 5,400 advertising pages—and world industry invested in them more than $4,800,000, making. this 
TIME International’s biggest advertising year in history. 


MILESTONE II (international circulation) 


And 1955 was a year in which the circulation of TIME’s four international editions—in the Atlantic and tne 
Pacific, in Latin America and Canada—also reached an all-TIME high. 


All told in 1955, more copies of these editions (exclusive of the U. S. edition) were sold to subscribers 
and newsstand buyers around the world than in any other year in history—a total of over 20,332,000 
copies or more than 391,000 copies a week. 


MILESTONE Ill (in the U.S.) 


The year just ended has also been the biggest advertising and circulation year in the history of TIME’s U. S. 
edition. In 1955 American industry invested in TIME’s advertising pages more than $37 million—$2 million 
more than in 1954. 


TIME published at least four single issues in each of which advertisers invested more than a million dollars 
—and, all told, advertisers assigned more dollars to TIME in the United States than to any other magazine 
in the world except LIFE and The Saturday Evening Post. 


This has been the 7th year in succession in which TIME has stood in third position among all magazines 


in advertising revenue—and all through 1955 TIME’s circulation stood at an all-TIME high, averaging more 
than 1,900,000 weekly. 
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FOR TIME 


TIME—-The 


Weekiy Newsmagazine 


of the World 


TIME & LIFE BUILDING + New Bond Street + London, W 1 
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Commercial Spotlight 


January 6, 1956 


Watch those TV wizards—they can 
put spells on the message 


T is somewhat surprising 
that, while commercial 
television is already three 
months old, the professional 
magician can still be seen 
plugging a product. We might 
have hoped that at this stage 
the parlour trick approach 
would have worn itself out. 


However, Gibbs toilet prepara- 
tions did a fair job with a 
Tommy Cooper commercial, so 
we must not grumble too much ! 
The one I have in mind had a 
special Christmas merchandising 
slant which proved quite amus- 
ing and at the same time plugged 
different gift suggestions. The 
comic did a very funny act and 
used a mixture of trick photo- 
graphy and bungling humour. 
Then, of course, he conjured up 
a_ series of Gibbs Christmas 
offerings, complete with prices— 
which was a sound idea. 


Conjuring the ad 


Later the same evening the 
BP people also used a conjurer- 
comedian—David Nixon—only 
this time the commercial just 
did not make the grade. The 
scene opened with Mr. Nixon 
pulling up outside a garage. He 
showed the attendant a card trick 
and then, after ordering a fill-up, 
ets the inevitable sales plug 
rom the garage man. Echoing 
the man’s sentiments with regard 
to the fine qualities of BP petrol, 
Nixon then flourished the miss- 
ing “Ace of Spades”—which now 
has a BP selling slogan printed 
on it. He drove off and the 
garage attendant told us that 
“He didn’t take long to become 
a BP Superman !” 

If this description of the com- 
mercial sounds dull and lacks 
imagination, it is because the 
commercial was just that. 

In addition to such defects, 
we should remember that when 
magic or sleight of hand is em- 


prising, considering that the 
audience knows you are out to 


One thing I was glad to note 
in the Gibbs commercial was the 
avoidance of claims as to the 


says TELETASTER 


superiority of their products. 
Thus, although there had been a 
lot of fakery employed to enter- 
tain us, we were not asked to 
believe anything in particular— 
except that here were some easy- 
to-buy gifts to lessen the Christ- 
mas problem. 

Harking back to the BP com- 
mercial, there is another reason 
why most people would probably 
have found it boring. 

There have been days when 
Mr. Nixon has appeared three or 
four times during the viewing 
period, plugging different pro- 
ducts. Although one has to 
admit that his happy grin and 
type of humour have a certain 
amount of appeal (not forgetting 
his major talents as a trickster) 
he is undoubtedly a character 
who can get very irritating if 
s:nted in large doses. This fact 
of course, applies to a iot of 
performers of various talents 
and should not be applied to this 
hard-working man alone. 

In fact, magicians and their 
ilk are akin to charades and 
other “jolly” party games .. . 
once a year is plenty ! 

* * * 

THE QUAKER Oats people begin 

their commercial in a manner 


which provides food for thought, 
if nothing else. 


Is it wise to have an outline 
drawing of a skull and then, to 
the accompaniment of a whining 
juvenile voice which recites early 
morning troubles, cram the skull 
with ncil sketches to prove 
that she is late for school, lost 
her books, etc., etc.? That is. 
surely, the rather seamy side 
family life that most of us like 
to forget as soon as ible. 


It is all even more unfortunate 
when the standard “family-round- 
table” scene appears because we 
cannot help noting with morbid 
fascination, that this horrible 
little girl's head matches the 
skull drawing perfectly. This 
may have been intentional on the 
part of the producers, but must 
we have a Grand Guignol routine 
thrust at us just for the sake of a 
breakfast food ? 


The standard family scene, 
where Mum, Dad and the kids 
can be observed chewing happily 
on virtually every food product 
imaginable, is something else that 


by now should have run its 
course in television advertising 
and been consigned to the film 
vaults and allowed to appear 


This scene from the television commercial for Dettol sho\s the pro- 
duct being applied. In Teletaster’s opinion this advertisement suffers 
from a misconceived introduction. 


only on BBC birthdays. From 
now on, let it be a sign of lack 
of imagination on the part of 
the script writers and recognised 
as the easy way out or the suet 
pudding and syrup of our daily 
television fare. 
* * * 

THE COMMERCIAL for Dettol 
which appeared on a Sunday 
night during the break point of 
the “I Love Lucy” show is surely 
one of the saddest little epics to 
grace our screens. It is not so 
much the last two-thirds of this 
film that is at fault (even though 
it does drag on dully to the ac- 
companiment of a sleepy Scots 
— but the introduction 
itself. 


Effect on babies 


Here we find two sweet little 
girls dressed in mid-Victorian 
costumes, for all the world like a 
couple of midget grandmothers, 
discussing, so far as I can gather, 
the effect of antiseptics on babies. 
Of course, one of them produces 
a bottle of the product in ques- 
tion from her feather boa to back 
up the sales point. 

It is almost beyond belief that 
so corny an approach should be 
used for such an excellent pro- 
duct. One would very much like 
to read a thesis on the psycho- 
logical justification for this type 
of selling format. 


Intelligent approach 


A VERY interesting cosmetic 
commercial has, however, been 
produced by Ponds and it is well 
worth some thought. 

They open with scenes showing 
houses and factories belching 
smoke into the air. These are 
followed by shots of a train com- 
mitting the same crime and the 
narration develops the smog 
theme very adequately. When 
we cut to the boudoir scene with 
the model “embalming” her face. 
the narrator takes the “What are 
you doing to guard your skin 
against dirt” angle and that is 
most effective for any city 
dweller at this time. 

Here is a selling line which 
has used with intelligence one 
of our leading social problems 
to good effect. One cannot help 
but feel that this commercial 
will have a good deal of per- 
suasion with most classes of 
female viewers. 

Another appealing Christmas 

@ Continued on page 28 
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Another landmark for Independent Television. 
[t now has a place in the lives of at least 500,000 
homes. This figure is an average of the esti- 
mates of two independent and competitive 
research organisations—the A.C. Nielsen Co. 
Ltd., and Television Audience Measurement 
Ltd. When Independent Television began, 
there were estimated to be 170.000 sets equip- 
ped to receive it. 

The potential audience thus trebled in the 
first 13 weeks. At (conservatively) three viewers 
per set, it is now one and a half million strong. 


ASSOCIATED TELEVISION LIMITED, TELEVISION HOUSE. KINGSWAY W.0.2 


holds them 


ADVERTISER'S WEEKLY 


THE UPWARD TREND OF INDEPENDENT TELEVISION (7) 


The cost (per 1,000 viewers) of reaching this 
great audience has fallen in three months by 
over 65% (taking a 30-second advertisement as 
the unit of measurement). This represents a 
substantial bonus to advertisers who are 
building prestige and sales for their products 
with this unique medium. 

At weekends, the ITV audience in the London 
area is at its most receptive —and largest. It 
is held firmly and steadily by first-class enter- 
tainment and programming produced by 
Associated TeleVision Limited. 


throughout the weekend 


Telephone: Chancery 4488 
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ALWAYS IN THE NEW 


SPORT Ist PRIZE R. Burkett, Keystone Press Agency 


Ps aceite, . | “g 
PORTFOLIO Ist PRIZE David Johnson, 
British Press Photographer of the Year. Daily Sketch 


SEQUENCE Ist PRIZE 
John Drysdale, Keystone Press Agency 


oo 


FEATURE Ist PRIZE George M. Greenwell, Dai/y Mirr 


ROYAL Ist PRIZE 
R. Speller, Fox Photos 


NEWS Ist PRIZE 


Robert Haswell, Daily Express 
(negative on Ilford HPS) 
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5—ILFORD 447 


OVER 90% OF THE MAJOR AWARDS 


in the black-and-white sections of the 


1955 ENCYCLOPADIA BRITANNICA COMPETITION 


went to British Press Photographers using HP3 


Once again, Ilford HP3 is far ahead amongst the awards in the Encyclopedia Britannica 
British Press Pictures of the Year Competition—evidence enough of its supreme quality. 


—e 


SPORT 2nd PRIZE 
NEWS 2nd PRIZE Malcolm McNeill, 
Frank Hudson, Daily Mail Sunday Pictorial 


FEATURE 2nd PRIZE 
Barnet Saidman, 
News Chronicle 


SEQUENCE 2nd PRIZE 
Thurston Hopkins, 
Picture Post 


PORTFOLIO 2nd PRIZE 
F. W. Reed, Daily Mirror 


Congratulations to all prize winners. May many more successes come their way on 


ILFORD #77 


ILFORD LIMITED - ILFORD «© LONDON 
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A night beverage TV ad— 
with script by the Bard 


commercial was provided by the 
Rolls Razor people. It was all 
the more effective because of the 
rather tiresome entries from some 
of the cheaper brands with their 
Father Christmases. 

The introduction was effected 
by a . at a desk bringing up 
the “Ever present problem”— 
which may or may not have been 
an intentional pun. There were 
just a couple of shots, develop- 
ing the point that the Rolls blade 
lasts almost forever and then 
came an appeal to the wives to 
buy one for the blade-hungry 
husband. The price was also 
shown (which took a good deal 
of courage). 


Question of price 


The only question that 
occurred to one was how many 
viewing wives could afford to 
gamble 54 shillings and some 
pence on an article that is so 
subject to male perversity ? 

Take any group of men, of the 
same type, age and profession, 
and you will find more ideas 
among them as to what gives the 
best shave than are held by 
women as to the best sort of hat 
to wear. But, still, it was a nice 
smooth commercial. 

Talking of nice smooth com- 


mercials which may or may not 
sell merchandise, let us con- 
gratulate Horlicks for their latest 
effort with John Slater. 

In this commercial Mr. Slater 
rises from an armchair to give 
a few brief quotations from 
Shakespeare on the value the poet 
sets upon sleep. 

You may recall the article in 
which we ep the Murray- 
mints commercial as being per- 
sonally not pence tga hoe N 
judging it good for the mass 
audience sales appeal. Since 
then, the polls have proved the 
latter half of this statement. 

With the Horlicks commercial 
we have the other situation, 
where great pleasure was found 
in listening, but yet one is not 
sure that it will sell Horlicks. 
The timbre of Mr. Slater’s voice, 
and the gentle treatment given to 
those immortal extracts, were a 
delight to the ear. How rarely 
does one wish that the entertain- 
ment, or the sugar coating of the 
commercial, could be expanded 
to half an hour! 

The credit must go to Mr. 
Slater and the script writer for 
producing a type of commercial 
which only we in England could 
do so well. The inevitable ques- 
tion . . . “Will it sell the pro- 
duct?” must, unfortunately for 


all of us, decide whether or not 
we “See his like again!” 

A pleasant surprise for the 
commercial critic was also pro- 
vided by Dorothy Carless by her 
handling of the Lilley and Skinner 
shoe advertisement. A _ sincere 
and relaxed approach to the 
problem of ling shoes was 
displayed to viewers and “it was 
very comforting. 

After a standard gimmick 
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introduction which followed the 
“Shopping with the stars” theme, 
we saw her seated at a piano. 
The turn into the camera, and 
the subsequent sales pitch could 
have been very stagey. Miss 
Carless, however, slid into it so 
smoothly that one found oneself 
taking an interest in the shoes. 
This is very commendable. Let 
up hope we see the lady again— 
but not too often. 


Display to boost assurance { 


The revolving lampshade in this seasonal window display arranged 
by the Crusader Insurance Co., Ltd., carried the message “Father 
Christmas looks after the present, life assurance takes care of the 


future.” The display was 


designed and built by the company’s 


publicity department. 


Designed by MOREY (BARNET) LTD. 


¢ DISPLAY UNITS | 


couout = 
. PENCILS — 


ACTUAL 


MOREY (BARNET) LIMITED, BARNET, HERTS. 


¢ SALES AIDS 


Whether it is metal, wood or 
wrought iron 


WE ARE THE 


MANUFACTURERS 


Our experience of Sales and practical advice is readily available to you. 


Let us submit ideas and prototypes and prove how reasonable and 
efficient a permanent display can be. 


¢ DISPENSERS... 


Telephone: Barnet 3222 


RD 


Designed <4 
MOREY (BARNET) LTD. 
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Will they use YOUR plant 
when they start to build ? 


Another factory site is soldand Machinery Market is the journal that every top man 
building is due to start within a month. in engineering reads. If he has machinery or plant 
To keep to a very tight schedule the to buy he turns to it as a matter of course. In fact, 
firm doing the job will needa lot ofnew many executives read Machinery Market specially for 
plant. Will they choose yours or your’ the advertisements. If you have machinery or plant 
competitor’s? Your competitor advertises to sell (new or second hand) the right man will know 
in Machinery Market. Doyou? about it if you advertise in Machinery Market. 


MACHINERY MARKET 


THE commercial engineering journal 
/ every Every form of manufacture is covered by Machinery Market— 
~ 


all who use or need machinery and engineering material. A supplement 

fr i d ay is published each week containing an immense selection of plant for 
sale, wanted and for auction. An annual subscription of 65/- 

includes the Machinery Market Trades Index. 


THE MACHINERY MARKET LIMITED, 146A QUEEN VICTORIA STREET, E.C.4. Tel: CiTy 1642 
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OR the first selection of the 

new year, a new idea— 
still photography in Cinema- 
Scope. 

There is sometimes a lack of 
logic on the part of art directors 

or shall we say an apparent 
lack of understanding of the 
photographer's role, capabilities 
and versatility. 

By chance, Roger Wood was 
the first camera artist to figure 
in “Photograph of the Month” 
(ADVERTISER'S WEEKLY, May 6, 
1954, page 278), and he tells us 
that his shot (a lovely Drene 
head) for months afterwards 
typed him as a photographer of 
glossy-hair. But Wood is a 
versatile fellow. Those who sec 
regularly his action colour studies 
in Picture Post know that. 


Ending any doubt 


However, to dispel all danger 
of misunderstanding, this man— 
the first photographer in advertis- 
ing to have been commissioned 
to prepare still shots in some- 
thing like CinemaScope format 
for press advertisements—begs to 
Suggest that while he was 
delighted to be brought in by 
Walter Graebner to co-operate 
with Peter Meyer, Ken Kelly and 
his colleagues at Erwin Wasey on 
the somewhat startling new-style 
illustrations for the launching of 
a brand new toothpaste — 
“Gleem,” marketed by the Thos. 
Hedley organisation—he should 
not be thought of only as the 
chap with the long plate-holder, 
doomed to take endless extra- 
wide-angle stfip shots! 

“There are occasions,” he has 
said, “when it is almost as much 
a disadvantage to give a dog a 
good name, as a bad one... 


From this picture 
illustrations to suit various sizes. 


30 


Photography in Advertising 


it had to be possible to produce advertisement 


One of them is shown on page 34. 


Photograph of the Month—2I 


How to bring realism 
to a toothpaste ad 


certainly, when you get stuck 
with the reputation of being 
solely a gimmick photographer.” 

The basis of the press cam- 
paign that Erwin Wasey and their 
clients laid down was to be half 
pages ; dominant spaces to sell 
hard, a product in what might 
already be thought an_ over- 
crowded market. 

But the operative phrase ‘is 
“sell hard.” It was decided the 
illustration was to be forceful, 
yet not domineering ; copy also 
has a vital part to play .in putting 
across a new product. The 


The type of illustration was 
decided between agency and 
Roger Wood. 

The picture demanded Erwin 
Wasey was to have high human 
interest. It was to have “candid” 
quality. It was to capture the 
present day mood of busy diving. 
It was to be a happy picture. 
The boy and girl must not be 
stylised, they must be real people 
against a background of ordinary 
men and women in everyday life. 
In fact. the agency wanted to 
achieve the natura!ness of a snap- 
shot and avoid the artificiality 


i 


the first issue of each month ADVERTISER'S WEEKLY pub- 
lishes an outstanding commercial photograph chosen by a 
selection panel comprising a nominee of the Institute of British 
Photographers, the Editor of ADVERTISER'S WEEKLY and John 
Heron. Photographs should be sent to the Editor and the test of 
eligibility is simply this . . . Is the photograph selling something? 


approved visuals for half page 
spaces showed a photograph of 
most peculiar shape—very long, 
very narrow. Yet the art direc- 
tor rightly demanded that no 
part of the illustration space 
should be thrown away. Every 
hard-paid-for inch must do its 
part in telling the story. 


so often associated with tooth- 
paste advertising. In case the 
brief looked easy to this point. 


the agency had vet another 
requirement—on the matter of 
format: it was to be “pano- 


ramic.” The finished shot would 
be used in several proportions 
from a wide, shallow half-tone 
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spanning across the full page of 
the national press—to a nearly 
square picture in smaller press 
spaces. This meant the interest 
must be kept going across the full 
width of the shallow picture 

and from the panorama a square 
picture must be possible which 
would feature the principals and 
enough background to keep them 


in the same context as in the 
larger picture. 
Such a briefing . . . and such a 


format . demanded a new 
photographic technique. A super 
wide-angle job; a job which 
required a sharply focused fore- 
ground couple, yet a vast pano- 
rama of atmosphere background 
all of which must add to the 
story without detracting interest 
from the primary subject. 


The first venue tried was, for 
various technical reasons, found 
to be not quite the answer. 


Problem of adaptation 


The physical problem of hand- 
ling two dozen models on loca- 
tion at 8 a.m.—for these shots 
had to be taken before the busi- 
ness of the day started at the 
Coventry Street Lyons’ Corner 
House Wimpey Bar (which was 
the final locale}—-was no less than 
the technical-optical problem of 


adapting a camera normally 
designed to photograph = an 
oblong, into an _ instrument 


capable of photographing virtu- 
ally a slit! 

The Erwin Wasey art directors 
are most eertainly not among 
those with no undetstanding of 
the photographer's problems. The 
agency was patience itself, and 
this, says Wood, helped and en- 
couraged him inestimably. 
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Are you happy 


about your T.V. films? 


The days of guesswork and speculation are over—now everyone 
knows something about commercial T.V. Now is the time for 
second thoughts. What have you got to show for the months of 
planning! Would you be proud to show your commercials to 
prospective clients / 

If you would be interested in a ‘second opinion’ on your T.V. 
problems ...a fresh, lively approach—there’s help near at hand! 
Only twenty minutes from central London are the Rotherhithe 
Studios, the most complete and best-equipped studios of their size 
in Great Britain. 

Our equipment is the best available in the world and includes the 
finest 35 mm cameras and RCA photo-magnetic recording facilities 
and 8-way dubbing channel. 

Many processes that some studios put out to technical specialists 
are ‘all our own work’ at Rotherhithe. This way we retain greater 
control over the production—and keep down costs! 

We have our own photo-magnetic cutting rooms and a £30,000 
dubbing and viewing theatre. 

v In fact, Rotherhithe Studios can 

ie tackle every kind of production up 

to a Second Feature. Come and see 

for yourself! Agency executives will be 

welcome at Rotherhithe Studios. 


Seen 


Sclhpente Se 


“See eSSSSGneqaqaa, 


Incidentally, this is our : 
prop man making cobwebs 
for a recent set with 

an ‘olde worlde’ 
atmosphere. It’s all part 
of the service ! 


ROTHERHITHE STUDIOS LIMITED 


NEPTUNE STREET, LONDON, 8S.E.16 TEL BERMONDSEY 2401/5 


BYERY PRODUCTION FACILITY FOR TELEVISION AND THE CINEMA INCLUDING RCA HIGH-FIDELITY PHOTO, MAGNETIC SOUND, eA 
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market. 
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should be given 


A Good Start 


It should appear in the morning. 
so that it will have all day in which 
to do its work. 


It should be inserted in the leading 
morning paper in the chosen area— 
so that it will skim the cream off that 


The Belfast News-Letter is published 
early in the morning and is the most 
influential newspaper in its principal 
area of circulation—the six counties 
of Northern Ireland. 


Established 1737 


More than a newspaper—an institution 


Belfast News-Letter 


Donegall Street, Belfast 


A Good Advertisement 


85 Fleet Street, London 
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Regina Studios 


QUALITY 
SILK SCREEN PRINTERS 
IN ADVERTISING 


66 WALDECK ROAD, 
LONDON, W.4 


Chiswick 3359, 1789 & 6718 


: Comprehensive Range 


of Materials to the Studio 
Daily Deliveries 


Photography in Advertising 


January 6, 1956 


A HAPPY New Year to you 
all. May all the develop- 
ments ahead be positive, with 
the minimum of negative 
frustration. May your busi- 
ness and prosperity enlarge 
and.may you not be exposed 
to the bieak winds of trade 
recession, or any other dis- 
heartening event. 
* * . 

“By GuM, that's a treat,” said 
the man in the train. Two copies 
of the Financial Times, one of 
The Times, two Daily Expresses 
and three Daily re were 
lowered simultaneously. “J like 
that,” went on the garrulous cha 
from Chorley Wood ; “Real f 
—here, have a butcher's . . .” 

The gentlemen of the 8.48 dis- 
liked the vernacular, but all the 
same had a “butcher’s” and liked 
what they saw. 

It was a 13 across five adver- 
tisement in the Daily Express of 
December 13, for ivers Olde 
English marmalade, by Smiths 
Advertising Agency Ltd. And it 
was a winner. 


No agency model 

Just a working-class man at 
breakfast, sans collar, sans tie 
, and sans jacket. A real chap 
| this one; no a model ; 
| as for Ma...! ell, she’s real 
| enough in all conscience. A 
| deli tful character, with a hair- 
| style that owes absolutely noth- 
ing whatever to Raymond, “More 
| Contrary,” or any of the fashion 
magazines; just a nice centre- 
| parting scrape back and stick-a- 
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Fine ad models—people 
in their own homes 


By JOHN HERON 


This shows the picture (see below) 
in position in the advertisement. 


pin-in-the-bun, with no fancy 


nonsense. 

A dear old face, too, that has 
looked out calmly on life for a 
lot of years—liked, in the m 
what is has seen; and been 
by most who have seen it. 


find 

such a couple in a = 4 
advertisement like this, wh 
most art directors, account 
executives and what-not would 
have been practically certain 
to fill with the artificiality of 
the day's most aaa 
over-used—top models. 

The Chivers photograph may 
lack some of the carefully com- 
posed graces of the salon picture, 

@ Continued on page 4 


High praise has been given by John Heron for the pictures being 


feature 


used in the Chivers Olde English mar 
phot endian? 


cam All the 


folk in their own 
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COWLING 


aad 


BIG NAME 


a 


TOBACCONIST | 
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Every single signplate 


of Charlton 


make more outdoor signs than any similar organisation. 


DISCOLOURATION 
or DETERIORATION 


unless caused by mechanical 
damage. 


The Cowling a TYRE SERVICE guaranteed for 
Guarantee = 3 years 
ak innaen: i 
FADING x pes 
CHALKING > Cowling 
Y 


N. L. COWLING (CHARLTON) LTD. 
ARMSTRONG GARDENS, WOOLWICH ROAB, 
LONDON, S.E.7 Telephone : Greenwich 0051/2/8 
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a NOW 


—OeE 


_| 


__ UNE mm 203,573 °s 
I 
t 
af 
] 
] 
yi 
J 
I 
i 
DECEMBER 1954 190,405 @ 


166,41 


f 1 
a JUNE 1953 


Fy, and up goes the 
Mercury sale—and 
up and up goes the 
sale of Mercury- 
advertised products. 


VA 
JUNE 1954 183.5 
JUN a 
* Af 
ad 
@ DECEMBER 1953 179,141 
v4 
JUNE 1958 475.062 
7 DECEMBER [1952 174,554 
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BIRMINGHAM’S OWN 
SUNDAY NEWSPAPER 


MEMBER A-:+B:-C 
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Search for realism in 
ads ends in the local 


but it rings true, from the never- 
looked-at framed painting on the 
parlour wall to Ma's cardigan. 
And whether we who dabble 
with our client’s appropriations 
like it or not, this homespun 
parlour is where the majority of 
our consumer product buyers 
live—and just how they do live 
is faithfully pictured by J. A. 
Sheridan of Studio Lisa, in this 
clever shot. 


Agreeing the scheme 
The Smiths organisation of 
Fleet Street and Chivers got 
their knowledgeable heads to- 
gether over a jar of Olde English 
and agreed on a scheme that has 
everything to commend it— 
absolute reality in advertising 
a product: English marmalade. 
All the photographs in the 
scheme have been of ordinary 
people, in their own homes. 
No professional models have 
been used, and if there is an 
outcry from their union about 


and often quite unconvincing. 
The locale of this particular 
shot was Lemsford, Herts. Studio 


manager Richard Irwin and 
photographer Sheridan called 
one day at a pub there. Over 


the door, in the usual informa- 
tion panel demanded by the law, 
was the intelligence that one Mr. 
Wackett was to be trusted to 
purvey wines and spirits, etc. 


Breathed Mr Sheridan 
“Wackett—it simply isn’t pos- 
sible. Dickens died in 1870... .” 


But there it was; and now Mr. 
Wackett, whose ability, hospi- 
tality and sterling worth is a 
byword, is beautifully captured 


in this Chivers advertisement for 
a far greater circle of admirers. 

And Ma? 

In a little gas-lit cottage in 
quiet Lemsford lives a little old 
lady name of Mrs. Ween. She 
it is whose admirable self 
appears in Sheridan's memorable 
picture. 

Kodak Super XX and synchro 
flash captured this shot on which 
all concerned — including Mr. 
Wackett and the good Mrs. Ween 
—deserve highest praise. 


{ Speedier film 


MENTION OF Kodak Super XX 
brings me to the point at which, 
cap in hand, John Heron must 
beg Kodak's pardon for one of 
those little things which (I sin- 
cerely hope) happen to us all 
now and then. 

In the last article (ADVER- 
TISER’'S WEEKLY, December 2, 
page 44) there was a picture of 
the Classic Cinema in Baker 
Street—technically quite a re- 
markable shot—taken by the dim 
light of red neon tubes only on 
Kodak's Super XX _ Increased 
Speed. It has for some time 
been my intention to print a 
sizeable piece on this extraordi- 
narily good emulsion, but space 
never seemed to permit. 

Now Kodak have streaked 
ahead of me, and withdrawn their 
Super XX Increased Speed in 
favour of a much more impres- 
sive film, freely available as 35 
mm. cassettes and 120 spools— 
the new Tri-X, which has a speed 
of 200 Weston to daylight and 
160 to tungsten light. This is a 
panchromatic film of extreme 
speed, fine grain and wide lati- 
tude. 

Its colour sensitivity is evenly 

@ Continued on page 36 


Photograph of Month in the ad 


1 yom can brash after moths, vhust’s best moe 


Here’s a toothpaste for people who 


JUST ONE BRUSHING destroys most bacteria 


— major cause of decay and mouth odour 


Tore ay te trad ome orth ater ewer) omead hee aw haber semtinpener & 


ET ORT RR Ny eee ae ae ge 


can’t brush after every meal- 


“= 


This reproduction of a Gleem advertisement shows how the “Photo- 
graph of the Month” (see page 30) has been utilised. 
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The Engineer Centenary Number was published 
on 4th Fanuary, 1956, exactly 100 years after 
the first issue was published. 


Published every week since 1856 
—— Still the best medium for 
advertising to engineers 


28 ESSEX STREET, STRAND, LONDON, W.C.2 
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New film for ultra high 
speed ad photographs 


This was the winning picture in the colour section of the 


pedia Britannica’ contest. 


electronic flash 


balanced, and it is not unduly 
biased towards red, 2s have been 
some previous super speed films. 
Experienced workers to whom I 
have talked about Tri-X tell me 
that it may safely be rated 
higher than the 200 Weston 
apparently somewhat 
claimed by its makers. 
able examples of its use in 
theatre, ballet, ice-skating and 
other high speed low illumination 
action subjects have already been 
published. It is a welcome and 
useful addition to Kodak’s fine 
range of films and plates, and 
will surely achieve wide popu- 
larity in commercial! use. 

It is Kodak’s belief that Tri-X 
represents the maximum speed 
that at this time can be obtained 
in a panchromatic film for nor- 
mal use without sacrifice of a 


modestly 
Remark- 


properly balanced colour scale, 
and without sacrificing the image 
quality to undue grain. 


For special occasions 


Kodak offer Panchro Royal 
plates and cut film of the same 
carefully balanced emulsion, 
speed Weston 200. They do, of 
course, offer a higher speed plate 
for those occasions when it feally 


| is necessary to photograph black 
» TRUSTS FAMILY SETTLEMENTS GIFTS Ti 


cats in coal cellars; the P.2000 
has a daylight rating of Weston 


| 500, to tungsten 400. Almost un- 


believably, the plate can be 
treated as even faster than this 
rating if developed in Kodak 
Press Contrast developer. 


A prize winner 


RocerR Woop was the first 
photographer whose work was 
chosen in our Photograph of 
the Month feature, May 6, 1954. 

From time to time, we have seen 


| other examples of his work in 


these columns, and a second pic- 


“Encyclo- 


Taken by Roger Wood, a four-head 
outfit was used. 


ture of his appears as the panel's 
selection this month (see page 30). 
It is, therefore, with pleasure 
that we note that this interest- 
ing and stimulating photographer 
—still in his early 30’s—has been 
awarded first prize in the colour 
section of the current annual 
British Press Photographs awards 
run by’ the Encyclopedia 
Britannica. 


Theatrical ensemble 


The winning picture, which 
must, of course, be seen in colour 
to gain any impression of its 
quality, is a Kodak Ektachrome 
of an ensemble from the success- 
ful London production The 
Pajama Game. (Yes, that’s the 
way they spell it!) 

Picture Post magazine com- 
missioned Wood to take the 
series of colour pictures of which 
the winning print was one; but 
oddly enough did not use this 
shot, which Wood considers 
easily the best he took. A four- 
head electronic flash outfit 
developing 4,500 joules was used 
to catch the fast action of two 
high-leaping dancers jumping 
from small tables at the sides of 
a stage packed with colourful 
dancers in exciting costumes. 

* * * 

ILFORD ANNOUNCE that their 
HPS film, the fastest available in 
35 mm. and popular rollfilm sizes. 
is now available in 35 mm. 
cassette-refill form at 4s. 8d. 
Loaded cassettes cost 9s. 2d. 

* * * 

THe GERMAN-PUBLISHED maga- 
zine Grossbild, devoted to the 
interests of professional users of 
larger format cameras, is now 
available in an English edition. 
Distributors are the Fountain 
Press and the annual subscription 
is £1 ls. In my view, this maga- 
zine contains the finest 8-colour 
printing to be found in any 
European publication. 
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Typography in Advertising 


Always match the type 
with the illustration 


HAT the  16th-century 
printer, Christopher 
Plantin, would have thought 
about tinned peas is a matter 
for conjecture, but certainly the 
typeface named after him adds 
distinction to the advertising of 
Batchelors Peas. 

However, one must admit that 
Plantin does not look happy in 
the company of a New Yorker 
type of humorous illustration and 
some not very distinguished hand 
lettering, as in the advertisement 
reproduced here. It is more at 
home in the “class” type of 
advertisement, particularly that 
which is more or less typo- 
graphical. The Batchelors adver- 
tisement would have looked 
better if it had been set in a sans 
type throughout. 

But for all that it is a master- 
piece of typography compared 
with the messy effort by Revlon, 
the lipstick people. 


Irritating type mixture 


The advertisement shown here 
is striking no doubt but it irri- 
tates with its mixture of hand 
lettering and types. Even the 
various forms of hand lettering 
do not match. The first lot is 
upright and the second batch 
cursive. To add, in_ reverse, 
another slogan (“Exclusive lip 
service”) on the bottom stem of 
the capital “L” in “Lanolite” is 
taking things a bit far, too. It is 
so tiny that one can barely read 
it even when full size. It cannot 


In the opinion of Roger Darcy, 
the mixture of type, hand letter- 
ing and illustration does not mix 


together very happily. He takes 
the view that the Plantin typeface 
is more at home with the “class” 
variety of advertisements. The 
use of a sans throughout would 
have been better. 


says ROGER DARCY 


be so much as suspected in 
reproduction. Then we get grot 
type, more hand lettering and an 
Egyptian for full measure. 


This advertisement could be 
simplified and still sell as many 
lipsticks. 


Effective line illustration 


Now a very striking although 
simple piece of work comes from 
Lee Longland & Co., Ltd., of 
Birmingham. The “contem- 
porary” line illustration is most 
effective, and this is one occa- 
sion where a narrow grot well sets 
off the advertisement. The re- 
production, in the original, leaves 
a little to be desired, but from 
the strictly typographical design 
point of view the advertisement 
IS a success. 


The Odol advertisement also 


shown on page 38, is quite charm- | 


ing. I am not generally in favour 
of hand lettering which emulates 
type, but here is an example of 
where it is useful. While the 


wording of “Mint in the morn- 
ing” is a little spindly it certainly 
does its job. The illustration is 
first-class and very eye-catching. 


@ Continued on page 38 


In Roger Darcy's view, 
various forms of hand lettering 
in this advertisement do not 
match, and 
could well be simplified. Set so 
small that it is difficult to read 
even in full size reproduction is 
a slogan, “Exclusive lip service,” 
written on the “L” of “Lanolite.” 


the | 


the whole effort | 


ADVERTISER'S WEEKLY 


These 


by = 
“0 
ec? 
= 
c 
Ww 
=. 
< 
@ 
@ 
= 
ct 
° 
mi 
ae 
7 


r 
" 
rr 


sail’ 
ath 
Trldteapyy 
ail 
e 


1 
if 


Furnishing World is the only weekly 
journal of the Furniture and Furnish- 
ing Trades to produce a regular 
Survey of Soft F This, 
together with other contributions from 
well-known 


and growing ialhasry. Reach them 
regularly with an advertisement series 
in their principal trade weekly. 
Send now for rates and data 
or ring WATerloo 3388 


Furnishing 
World 


The leading Weekly Journal of the 
Furniture and Furnishing Trades 
Mercury House, 109/119 Waterloo Road, London, S.E.1. 
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a group of nine 


influential newspapers 


A.B.C. 


NET SALES 


COSTING 
FOR 
ADVERTISING 


By Robert Brandon 


Directors! Executives! Advertising 


Managers! Is every advertising £ you | 
spend “pulling its weight”? Check | 


your findings with the book many of 
you helped to write. Latest, behind- 


the-scenes information vividly sustain | OvE 
theauthor’s contention that advertising | 
costs are assessable within well-defined | 29, 


limits. Brilliant, authoritative, pro- 
vokingly readable. See his penetrating 
Commercial T.V. analysis. Examine 
his Five Year Plan for launching a new 
product. Leading authorities in 
Britain and U.S.A. recommend this 
new book. 


BAILEY BROS. & SWINFEN 
AT 


12/6 
BOOKSELLERS — NOW 


YOUNG & 7 RUBBER CO. LTD. 


Wimbledon, $- w.i9. LIB e281 (6 lines) 


BLOW-UPS- 


AUTOTYPE 


MANCHU TERER: 


The most widely read and influential — 


a . pcos se 
Brownlow 
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_ Hand lettering in ads 
needs fee ae 


Rd., London, W.! Ealing 2691 
A) ED, 


Set eS hae 


journal in the field of textiles 


EMMOTT & CO.. LTD., 31 KING STREET WEST, MANCHESTER 3 


ONDON OFFICE : 


50 TEMPLE CHAMBERS 


TEMPLE AVENUE 


ECA 


This advertisement, thinks Roger 
Darcy, shows where hand letter- 
ing which copies type can be 
useful. The overall effect is 
“quite charming,” although he is 
generally opposed to the practice. 


The words, “Mint foam tooth 
paste,” on the tube let the side 
down, however. They are not 
up to the standard of the illustra- 
tions—nor, indeed, is the “1/9,” 
which could well have been set 
in sturdy type face. It is the 
same style of lettering as the 
main heading—but that, after 
all, is in a wavy formation. The 
price should have been set in 
type. 

The general conclusion to be 
drawn from these examples is 
that more care should be taken 
with hand There is a 
vogue for it at the moment. 
This is not a bad thing, but 
surely we are entitled to ask 
that it be of such a nature that 
it improves on type faces ? 

Art directors should also note 
that it is just as much a fault to 
mix too many styles of lettering 
as it is to over-burden an adver- 
tisement with too many type 
faces—and some thought should 
be given to the congruity of type 
faces in relation to copy and 
illustration. 

The Batchelors and Lee Long- 
lands announcements are cases 
in point. The wand Longlands 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET W.2. 
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High praise is given by Roger 
Darcy for this piece of work 
which he thinks is striking. 


specimen is strictly contemporary 
as it wishes to be; but Plantin 
with the rest of the Batchelors 
advertisement is a little incon- 
gruous. 

By the way, should there not 
be an apostrophe “s” at the end 
of Batchelors, or are advertising 
men abolishing that useful little 
device ? 


Review of world 
carpet trade 


neon Annuai eee edited by 

F. Tysser, published by British Con- 
eB Trade Press Ltd., price £1. 

FIRST PUBLISHED in 1935, this 
valuable year book and directory 
of the world’s carpet industries 
and trade is well thumb indexed 
so that precise reference is made 
easy. 
In the introductory world sur- 
vey it is pointed out that building 
activity in the United States, 
Great Britain, Western Germany 
and several other countries has 
been at a high level and the stan- 
dard of living has risen to a level 
where carpet purchases have be- 
come an essential item in the ex- 
penditure of most households: 
“In spite of higher expenditure 
on television, motor cars, wash- 
ing machines, entertainment, 


| holidays and hobbies, the value 


| 


| of floor covering sales has risen 
substantially during the year 
mo April, 1954, to March, 
1 ad 
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Major advertising drive 
lifts U.S. fish sales 


Special efforts are being made in the United States to increase 
the consumption of fish. Television advertising is used extensively. 


DURING the past year the 
fish industries in the 
United States have been work- 
ing hard to increase the per 
capita amount of the product 
eaten and for the first time the 
industry, through the National 
Fisheries Institute, sponsored a 
nation-wide promotion, 
“National Fish Week.” 

In this special drive (handled 
by the J. Walter Thompson Com- 
pany), hundreds of thousands of 
retail stores participated with 
sales and merchandising aids. 

Notable over the last year has 
been the continued rise in popu- 
larity of quick frozen fish sticks 
(now available in the United 
Kingdom) and all the indications 
are that other new products (such 
as portion packs, fish bites, 
breaded shrimp, scallops and 
other fish and shellfish, as well 
as foods still in the drawing-board 
stage) will send up the fish con- 
sumption figure very consider- 
ably. 


Powerful shrimp boost 


During “National Fish Week” 
also, the shrimp interests of the 
United States and Mexico pro- 
moted their segment of the fish- 
ing industry with a “Shrimp and 
Rice Fiesta,” in co-operation with 
the rice industry. For several 
years, the shrimp industries o* 
the two countries have sponsored 
a co-operative promotion, with 
the result that shrimp consump- 
tion has increased 334 per cent, 
until now Americans are eating 
350 million Ib. of shrimps a year 
—an all-time record. 

Something of the high optimism 
of the fish industry of the US was 
recently expressed by Harry A. 
Trimm, chairman of “National 


Fish Week” and fishery products 
manager for the Bird’s Eye 
Division of the General Foods 
organisation. “In the next five 
years.” he said, “fish consump- 
tion in the US will iacrease 15 
per cent, largely because the fish- 
ing industry is supplying the 
American housewife with high- 
quality foods, easy to prepare and 
serve.” 


Big engineering 
show in USA 


More THAN 5,000 different 
pieces of equipment, products 
and services, valued at $4 million, 
and designed to help American 
industry maintain its productive 
capacity, will go on display on 
January 23, when the four-day 
Plant Maintenance and Engin- 
eering Show opens in Phila- 
delphia. 

The show will be accompanied 
by a three-day conference at 
which 26 aspects of factory up- 
keep will be discussed. More 
than 20,000 executives and 
engineers are expected at the 
show, one of the five largest 
annual expositions in the 
country, and 2,500 at the confer- 
ence, which is the largest meeting 
of its kind. 

The show will have more than 
400 companies exhibiting and the 
floor space will cover 100.000 
square feet—about 10 per cent 
more than the last such event 
which was held in Chicago. The 
exhibits will cover 278 basic types 
of equipment, products and ser- 
vices. Both the conference and 
the show are being produced by 
Clapp and Poliak, the exposition 
management firm. 


During “National Fish Week” in the United States, advertising on 


television played a large part in sending up sales of fish pr 


ucts. 


The Dave Garroway show, for example, presented starlet Kathy 


Nolan, dressed as a mermaid, swimmin 


of the ocean. 


among fish at the bottom 


The effect was obtained by shooting a picture of the 


lady, moving her arms in a swimming motion, through a small tank 


of fis 


Distinctive 
markings 


Trade marks and nameplates, 
these form the “ Coats of Arms ” 
of present-day industry. 
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most economical and efficient 
method. They are produced in 
any size or shape and printed in 
any number of colours to the 
design required. 


eli) 


the Transfer people 


Write to Dept. A.32 


J. H. BUTCHER & CO., LTD. 
SOLITO WORKS, MOSELEY ROAD, BIRMINGHAM, 12 
Telephone: Calthorpe 2612/3. 


"Grams: “ Solito"’ Birminghar 


A.1.D. Approved 


BEST WISHES 
FOR A 
HAPPY AND PROSPEROUS 
NEW YEAR 
FROM 
THE JEWISH OBSERVER 


Editor Jon Kimche: Published Fridays: Price 6d. 


The ONLY Jewish Publication in membership with the A.B.C. 
15,547 weekly circulation. 


Please write for specimen copies and rate cards to: 
William Samuel & Co. (London) Ltd., 
17 Philpot Lane, E.C.3. Tel.: Mansion House 0428/9 
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SALES LETTERS 


that are successful—rarety just “ hap- 
pen”. There is usually careful planning 
with the knowledge of what makes a 
letter “pull”. Presentation plays a 
big part im attracting attention and it 
is here you will feel the benefit of our 
specialised services. 


HARPERS PUBLICITY LTD. 


44-5 High Screet. 
BRENTFORD. Middiesex. 


Telephone : Ealing 8318. 


Lid 


e Artists’ Agents « 


CENTRAL 6950 


R. P. GOSSOP LTD. 


| 36, CARTER LANE, E.C.4 


ile Se Se ae | Ay gens : : c - 
P| 39 ADVERTISER’S WEEKLY 
Vins 
a5 
ee os 
A PY Oy 
A Rly 
may, " 
products is recognised as the Fy mi 
Ca * 
wy ] (' 
d Soa} . ‘J 
ap: N 
Whether you require large P 
transfers for your vehicles or i 
small trademarks and decorative serio 
designs—ask Butchers. moe 
BUTCHERS 
— | titi 
: |preSeSsassasasaaassssassaaasaSSSSSsSS=5 | 
iT] | 
II | ; 
Il a 
I | 7 
ll | : 
il 1 fe 
ll | 
tl 
\! 1 
\! 1] 
I! ee Hi 
a ee: || ee | : 
i | : e oo) & os ae -~ a || a ee 
Pe aie e Ee Pas Pane : a A RCS Rw TERE IEE RS She SE ll ys ited Ys ° : 
Z os , occ ‘wa pr a 4 
ean Ses ; 
é 4 # 3 eo ae ‘5 fe z 
owe: 8 cr ee | + be 
. - Ge ee ee oa é 
hee ioe ee ae i 
4 3 oa > a 7 eo he 
| Me 
‘ | 
eS Po 
— | a es 
P| FC 
~: Ae 7 


ADVERTISER’S WEEKLY 


errr 


a 


THIS WAS A CARLTON PHOTOGRAPH 


-NATIONAL PRESS ADVERTISEMENT 


ADVERTISER: 


AGENCY: London Press Exchange 


ART DIRECTION: Roy Davis, M.I.P.A. 


C. Shippam, Ltd. 


JANUARY 6, 1956 
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THE GRAPHIC ARTS 
—a weekly news survey 


Wage negotiations: Employers meet 


Members of the provincial Alli- 
ances of the British Federation 
of Master Printers met early 
this week to discuss the current 
wage negotiations. 

On Wednesday afternoon repre- 
sentatives of the Alliances ex- 
pressed their views at a meet- 


ing of the councils of the 
BFMP and the Newspaper 
Society. 

The Gentes Coens ony Se 


PERSHKE INTRODUCE A NEW 
TYPE OF CYLINDER PRESS 


Frank F. Pershke Ltd. state 
that they are now able to supply 
the Polygraph M Il, a Glockner- 
type cylinder press designed to 
take stock larger than medium 
size. The maximum _ sheet 
dimensions of the machine are 
1934 in. by 25§ in. 

It occupies a floor space of 
8 ft. 3 in. by 5 ft., and has a 
design similar to that of the 
Glockner. 

From a deep feed-pile on the 
operator's right the top sheet, 
having been separated by a blow- 
bar, is taken by a sucker-bar to 


Famous pictures 
in celebration 


folder 


To commemorate their Dia- 
mond Jubilee, which happened 
two years ago, Gilchrist Bros., 
Ltd., the Leeds engraving firm, 
have reissued, in a folder, a selec- 
tion from the 100 full-colour 
reproductions which they pro- 
duced for a book of pictures in 
the National Gallery. 

The pictures in the folder are: 
“The Ducal Palace,” by Guardi ; 
“Tobias and the Angel,” by a 
Follower of Verrochio; “The 
Rokeby Venus” of Velasquez ; 
Van der Weyden’s “Portrait of a 


Lady”; and (in monochrome) 
Gainsborough’s “The Morning 
Walk.” A photograph of the 


founder of the firm, Charles W. 
Gilchrist, is also included. 

An introduction claims that the 
firm has now become one of the 
six largest in its field in this 
country, and that with its asso- 
ciated London company, Gilchrist 
Studios, Ltd., it offers a complete 
reproduction service for printers, 
publishers, advertisers, and their 
agents. 

A number of tributes to the 
quality of the National Gallery 
reproductions are also included. 


On the move 


The Ace Litho Plate Co. have 
moved to new premises at 76-78, 
Clerkenwell 
E.C.1. 


Road, London, 


the feed-board where further 
suckers, working this time from 
beneath the board, carry the 
sheet to the lays. 

After being printed, the sheet 
is transported by suction first to 
a delivery board and then to the 
delivery pile. Thus, it is claimed 
the sheet is always under control, 
and, except during the moment 
of being printed, in full view of 
the operator all the time. A cut- 
out automatically stops the 
machine if a sheet is mis-fed. 

A cylindrical inking system of 
four steel drums and seven com- 
position rollers gives what is 
claimed to be exceptionally heavy 
inking capacity. Three forme 
rollers roll the forme entirely in 
both directions before each im- 
pression. The ink fountain 
retains its adjustment when 
removed for washing. 

The side-lay is of the pulling 
type, helping to ensure an 
accurate register throughout a 
run. 

The driving mechanism of the 
press, including push-button con- 
trol, is built into the machine and 
is entirely enclosed. The M Il 
weighs about 2} tons and the 
makers claim a maximum speed 
of 3,500 i.p.h. 
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The October page of the Monotype 
Corporation Calendar for 1956 is 
set in Times Bold, Series 334, 
and illustrated by Clive Magern, 
a student at Gloucester College 
of Art. The caption to his 
illustration reads: “Sport in all 
its aspects leans upon the printer's 
services, and those who risk money 
on sporting events keep some of the 
biggest printing machines in Britain 
working day and night.” 


Ilford launch 


new journal 


“For all engaged in the pro- 
duction of printing illustration” 
is how Ilford Ltd. describe their 
new journal Graphic Arts Focal 
Point. 

The publishers say that the 
new journal will “endeavour to 
gather together . informative 
articles and items of interest re- 
lating to various processes em- 
ployed.” Specialised articles will 
be the responsibility of writers 
who are experts in their own par- 
ticular branches of the industry. 

Photography, which the 
journal says is fundamentally the 


basis of photomechanical pro- 
cesses, is featured in the first 
issue. 


Print lecture series to be held 
at Watford Technical College 


A course of general lectures on 
printing has been arranged for 
adults in the printing industry 
and others who may be interested 
at the printing department of 
Watford Technica College, 
Hempstead Road, Watford, Hert- 
fordshire. 

The lectures, which will be 
followed by questions and dis- 
cussions, commence on February 
8, at 7.15 p.m., with a lecture by 
A. Kirk, technical secretary, 
British Federation of Master 
Printers, on “Precision Aids for 
the Printer.” This will include 
an exhibition of apparatus and 
equipment. 

Other lectures in the course 
are: February 15, “The Small 
Offset Press: Its scope for the 
general printer.” by W. G. Royce, 
Rotaprint Ltd.; February 22, 


“Duplicatin for Letterpress 
Printing,” F. Funston, foundry 
manager, Hazell, Watson and 


Viney Ltd.; February 29, “Silk 
Screen Printing and its Commer- 
cial Possibilities.” F. W. 
Mackenzie; March 7, “Method 
Study in Printing,” K. H. Har- 
man, operational research man- 
ager, Sun Printers Ltd.; March 
14, “The Layout and Planning of 
Printing Plants,’ P. J. Wright, 
John Wright and Sons, Ltd. ; 
March 21, “Field and Scope of 
Printing Management,” T.  S. 
Martin, director and general 
manager, Staples Press Ltd. 
Fee for the course is 10s. 
Enrolments can be made from 
Tuesday ecither at the College 
office or by post. Single lectures, 
subject to accommodation being 
available, are 2s. 6d. each. 
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Young artists’ 
work used 


in calendar 


The Monotype Corporation's 
Calendar for 1956 illustrates how 
“The Printer Serves Civilisation,” 
by a series of 12 drawings. They 
symbolise the connection between 
printing and such subjects as 
religion, education, politics, travel 
and sport. 

Feature of the calendar is the 

fact that its illustrations were 
drawn by 12 different “young and 
yet unknown”  student-artists, 
each from a different College of 
Art in Great Britain. 
_ This is the second year running 
in which the Monotype Corpora- 
tion Ltd. has used in this way 
the talent which can be “ dis- 
covered” in Colleges where 
graphic design—design for repro- 
duction — is being adequately 
taught. 

The Corporation has reported 

that its first experiment at talent- 
spotting, in 1955, was so success- 
ful that the entire edition of the 
Calendar was gone within a fort- 
night of its publication. 
_ Two of the young artists whom 
it featured—Eileen Glancy of the 
Edinburgh College of Art, and 
Shirley Tanner of the Medway 
College of Art — had their 
original drawings for this Calen- 
dar included among the 333 items 
in the recent “Art in Advertising” 
Exhibition. 


Type selection 


A selection of their type faces, 
one for each month of the year, 
is given by Stephenson Blake, 
the type founders, in their latest 
calendar. 

The type faces, which are 
represented by caps, lower case, 
and numerals, and which sur- 
round the month’s calendar on 
each page of art paper, are: 
Keyboard Light, longated 
Roman, Times Roman, Chisel, 
Grot. No. 9, Roman and Italic, 
Condensed Sans Serif No. 7, Play- 
bill, Caslon Old Face, Fry's 
Ornamented, Elongated Roman 
Shaded, and Bold Latin Con- 
densed. 

The deep cream semi-stiff 
covers carry the heading 
“S.B. 1956” in red and black, 
with “Stephenson Blake, Sheffield 
& London,” printed up the sides. 


Nickeloid treat 


for the children 


Some 250 chiidren attended the 
Nickeloid Children’s Party at 
Dunster House, London. Each 
year the party has grown in size. 
This year it was decided to in- 
vite 24 children from the Doctor 
Barnardo’s Homes. 

The party was entertained by 
two clowns with a team of per- 
forming dogs. The role of Santa 
Claus was taken by L. Gregson, 
and each child received a present 
with sweets, fruit, chocolate and 
a cracker. 
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ONE-AGENCY 
MAN MOVES 


"THE move of John L. McEwan to 
the board of E. Walter George Ltd., 
breaks a connection with Greenlys 
Ltd. of many years’ standing. In- 
deed, though he has been in adver- 
tising for 29 years, starting with the 
Vacuum Oil, Greenlys has been his 
only agency. He played a consider- 
able part in 
developing it 
and became a 
joint. manag- 
ing director in 
1953. Acrea- 
tive man by 
training, he 
has in latter 
ears devoted 
imself to ad- 
ministration 
and account 
handling. He 
is the author 
of a book, Ad- 
vertising is a 
Service to : 
Society, and a great many articles. 
The McEwans live at Cheam 
Village in Tudor House, which they 
took over from their friend, author- 
actress Rene Ray, about six years 
ago. They have eight-year-old twins, 
David and Joan. : . , 
Mr. McEwan’s main leisure in- 
terest is music, particularly pre-16th 
century. He plays the viola. 


ey 32: + 


QNE of the members of the new 
panel game, “One-Two-Three- 
Click,” along with Francis Day and 
others, on commercial TV on Box- 
ing Day morning was John Met- 


calfe, deputy chairman of John 
Hobson & Partners. 

Considering that, so he tells me, 
he had great difficulty in keeping 
his eyes open on the morning after 
Christmas Day, I thought he did 
very well! 


Tribute to the 
status of PR 


INDICATING the rising status of 
public relations is the appointment 
of T. H. Traverse-Healy to the 
board of F. C. Pritchard, Wood & 
Partners, of which agency he is 
public relations manager. When he 
joined PWP three years ago he was 
30, and is the youngest director to 
be appointed by the agency for a 
quarter of a century. 

Medicine was Tim _ Traverse- 
Healy's first choice as a career. He 
trained as a student at St. Mary's 
Hospital. But after service as a 
Marine Commando officer during 
the war and with the Admiralty 
Press Division he became, from 
1946 to 1950, PR director of Aims 
of Industry and subsequently a 
partner in the PR consultancy of 
Euan Gilchrist and Associates. 

Before joining PWP he spent a 
short period as PR executive with 
the BOPE group, part of the Rank 
Organisation. 

Very active in the PR movement, 
he has been a council member of 
the Institute of Public Relations 
since 1951, and is secretary of the 


* ADVERTISING MANAGER’S CORNER | | 


HERE WE ARE 


AGAIN ! 


May 1956 bring to all our numerous 
business friends Happiness and Prosperity, 
which can always be enhanced by close 
contact with the Old Firm. 

After 42 years we are still finding 
“WINNERS” every day. A visit to our 
showroom is always a pleasant and 
beneficial way of spending an hour with 
one of our Directors, who is always at 


your service. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.i 
Tel.: REGent 3295-6-7 


International Public Relations Asso- 
ciation and a member of the Ameri- 
can Public Relations Association, 
the Advertising Association’s pub- 


licity committee, and the PR 
advisory panel of the Institute of 
Practitioners in Advertising. 

He is married, has five children, 
and lives in Kensington. 


* * 

Tue editor-proprietor of the 
Munster Express, J. J. Walsh, has 
been unanimously elected  Life- 
Master of the Waterford Holy 
Ghost Hospital. This office was 
held for 18 years by his father, a 
former Mayor of Waterford. Mr. 
Walsh is the brother of the late Rev. 
Nicholas Walsh, of Ardmore, and 
of the late Mother Mary Ignatius, 
St. Mary's Abbey, Glencairn. 

The Holy Ghost Hospital is one 
of the oldest in Ireland. Founded 
by Royal Charter in 1545, it was 
originally situated at Greyfrairs, and 
was transferred to its present site on 
the Cork Road in 1875. 


A well-booked 


New Year 


WHEN I asked Archie Mclsaac, 
advertisement director of Argus 


Press Ltd. the other day how things 
were going with the new Argus Press 
ls. 3d. monthly, My Story Magazine, 
he told me that advertisement book- 
ings were excellent. 


Half the space 
in the first 
issue, in fact, 
was booked 
before a single 
dummy had 
been sent out, 
and all full 
colour space 
up to April, 
1957 has been 
sold. The first 
issue, on sale 
Friday, March 
23, is_ nicely 
timed for 
Easter. Mr. 
Mclsaac also 
: disclosed that 
1956 bookings for True Story—True 
Romances, Photoplay and other Argus 
Press publications are “very 
healthy.” 

No need to wish this Scot a Guid 
New Year! 


To produce an 
Irish pageant 


PRODUCER of five sponsored 
programmes for McConnell’s Adver- 
tising Service, Brendan Smith has 
been named to produce the big 
Pageant of Cuchulainn for the 
Ireland at Home Festival in May. 

Mr. Smith, who is associated with 
the agency’s managing director, 
John McConnell, on the radio pro- 
ductions, started in commercial life 
with the Electricity Supply Board. 
His interest in the theatre, and par- 
ticularly in production, led him to 
found a successful School of Acting, 
write several plays and direct a pro- 
fessional company. 

With the development of spon- 
sored radio in Ireland he took an 
active part in both writing and pro- 
ducing, and now handles two shows 
a week for Colgate-Palmolive, two 
for Stork margarine, and one for 
Scott’s jams. 
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FROM THE SEA 
TO SIGNS 


HAT a remarkable achievement 
is that of ; Delaney! An ex- 
merchant man, he founded the 
sign-making firm that bears his name 
in March 1950, operating from a 
10s.-a-week garage in Forest Gate. 
Now he also controls J. & H. Cocks 
Ltd. and Camden Exhibition & Dis- 
play Ltd. with three factories 
occupying 26,000 sq. ft. of floor 
Space, a fleet of vehicles from six- 
tonners downwards, and cash and 
assets in the region of £250,000. 
And all at the age of 36! 

J. & H. Cocks was founded as 
far back as 1810 and built public- 
houses. As manufacturers of 
painted and illuminated signs of all 
Sorts, it still has a big business in 
brewery signboards. Mr. Delaney 
acquired it in February 1953. Now, 
after only 48 hours’ negotiations, 
he has taken over Camden, who 
will manufacture stands for exhibi- 
tion and display. Altogether he 
employs 120 men. 

And this, one feels, is only a 
beginning. R. Butler, of Samson 
Clark, handles the Delaney account 
and a very live account it already 
is! 

* - * 

ONE of Kemp's advertisement 
representatives, Peter Barratt, re- 
ceived an order from a City firm for 
54 Kemp's Directories. To ensure 
their arrival before Christmas, he 
decided to deliver them himself, 
with the aid of the office boy. 

Staggering under the first load. 
Peter was met by a puzzled secre- 
tary. “We hadn't ordered these.” 
she said. “We asked for a 1954 
directory; not 54 directories... .” 

Exit the red-faced couple. 


Hankers for 
Britain 
ENASMUCH as Apvertiser’s 
WEEKLY is not the only influence 
to which he pays tribute, I feel 
justified in quoting a missive from 
Anyibuofu Megafu, who founded 
his own agency in Nigeria two 
years ago. The two other influences 
that have helped him are the Pub- 
licity Club of London, of which he 
claims to be the only Nigerian 
member, and West Africa Publicity, 
from whom he receives "bus adver- 

tising orders. 

In addition to the other aspects 
of agency work, he represents 
bury’s, the producers and distribu- 
tors of advertising films. 

In spite of the fact that he is 
apparently doing well, Mr Megafu 

a strong hankering to return to 
Britain to gain more experience 
working in an agency here. 

CONTACT 


~ 


“I think we must open up 
the tomb of your great- 


great -grandfather, Car- 

ruthers—it might throw 

some light on the copy you 
have been turning in.” 
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Top-class 
VISUALISER 
wanted by 


PRITCHARD, WOOD 


He must be a man of art manager level 
capable of being responsible for 


the presentation side of 


big national accounts 


Write to THE CREATIVE DIRECTOR 


| PRITCHARD, WOOD & PARTNERS LTD. 
25 Savile Row, London w.1 
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Publications News and Notes 


New journal for 


mothers-to-be 


A new monthly, Mother and 
Baby, is to be published on January 
24. The editorial, which will be 
illustrated in colour, is aimed at the 
“mother-to-be”’ and also the mother 
with young children. Part of the 
distribution is controlled, as it will 
be free to all expectant mdthers. 
Advertising rates for the first three 


months, thereafter depending on 
circulation, are: whole page, one 
insertion, £80; half-page £45. 


Standing colour £10 extra and other 
colours £15 extra. The price is Is. 
monthly. 

+ * * 

A series of weekly programmes 
on Radio Luxembourg to support 
Picture Show started on Monday. 
The programmes, which feature the 
Jackie Brown Orchestra, are at 
9 p.m. Free cinema seats for a 
year and souvenirs of movie stars 
will be offered in the paper while 
the programmes are running. 

* * * 

Yachting World’s annual fitting- 
out number will be published on 
March 6. It will contain practical 
advice on rigging, painting, tuning, 
engine overhaul and other jobs 
under the heading of fitting-out. 

* * * 

The February issue of Handyman 
has as its cover theme a special 
article showing how a kitchen was 
remodelled for £30, using wooden 
framing and hardboard. 


The medley of small advertise- 
ments that have appeared on the 
front cover of the ABC Railway 
Guide for over 100 years have now 
given way to display advertisements. 

n the January issue the larger of 
two spaces is occupied by Hennessy 
and the smaller by Motor Union 
Insurance Co., Ltd. The title panel 
type has been changed to black 
italic. . The original ABC sold for 
6d. per copy; it is now 6s. monthly. 

* * * 

The 1956 edition of Holiday 
Fanfare, published on Monday, was 
printed photogravure for the first 
time. Its 56 pages are an increase 
of eight on last year, and contain 
advice, information and _ statistics 
about holidays at home and abroad. 
It sells at Is. and was published by 
the News Chronicle Book Depart- 
ment. 

+ « * 

Two new series commence in 
Everybody’s next week. Lord 
Brabazon will tell the first instal- 
ment of his life story. Double- 
crown posters will publicise the 
series. The second new series will 
be Paul Dehn’s version of “Moby 
Dick.” Also in this issue will be 
a 12-page Holiday Supplement. 

* a o* 
The January issue of The Practi- 
contains an article, “ Tax on 
Knowledge,” which draws attention 
to the alleged anomalies in the new 
postal rates on periodicals which 
came into effect on January 1. 
* * * 


Next week’s Illustrated will con- 


tain a special preview of the Monte 
Carlo Rally. 


DO YOU UNDERSTAND TYPES? 


A new creative advertising group 
in Haddons, with big national accounts 
to work on, is looking for a character 
who enjoys life, fits into the team, 


and who brings with 


working knowledge of typography. 


him a really sound 
The 


team enjoys great freedom of expression, 


so any other talent 
be neglected. 


he has would not 


Age will not affect the pay 


rating.... but the 


new team and the 


Group Head are all young. 


"Phone Fleet Street 8011 for an 
appointment, and ask, in the first 
case, for Mr, A.J, Clark, the Company 


Secretary..... 


or write..... 


JOHN HADDON & COMPANY Limited, 
11-12 Salisbury Square, 
LONDON , 


E.C.4,. 
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Stan Krol designed this full-colour 
cover of the January-February issue 
of Go for the publishers, Through 


Europe Ltd. It incorporates the 
Olympic Games symbol, as the open- 
ing article is on Winter Olympics 
which take place in lialy this month. 
* * + 

This month’s Monte-Carlo Rally 
will be covered in three issues of 
The Motor, dated January 11, 18 
and 25. 


* + * 
Starting with the February issue, 
Vogue will publish on the last 


Thursday of the month instead of 
the Friday, with the exception of 
Collections issues and when publish- 
ing dates coincide with public holi- 
days. 


Price increase 


With effect from last Monday the 
Financial Times increased its selling 
price from 3d. to 4d. The increase 
is due to the rising costs of pro- 
duction. 

*x * 

The special Travel and Holiday 
number of the Catholic Herald is to 
appear on Friday, January 27. 
David Lloyd James, the Lyon 
Family, J. B. Morton and Wynford 
Vaughan Thomas will be among the 
contributors to this issue, which will 
include a competition for a free 
holiday in Europe for two people 
and a free pilgrimage to Lourdes. 
It is being supported by extensive 
advertising. 

~~ * * 

Success of earlier annual holiday 
guide supplements in John Bull re- 
sulted in the enlarged supplement 
of seven pages in this week's issue. 
The number of advertisers support- 
ing the supplement is increased to 
80. 


*x x * 

The January 21 and 28 issues of 
Woman’s Illustrated will each con- 
tain a free booklet, a detachable 
pull-out supplement and a bargain 
offer. This sales promotion scheme 
will be supported by advertising in 
more than 800 newspapers. 

* * * 

British and American industrial 
advertising is prominent in 
Times of India Annual, 1956, as 
well as much Indian advertising by 
banks, hotels, importers, air lines, 
and others. There are articles on 
wild life, culture ,and personalities, 
short stories, and many coloured 
drawings and photographs. 
cover carries a colour drawing of 
a dancer. 

ca * + 

Lord Westbury is to contribute 
regular articles on food and the art 
of cooking, to Harper’s Bazaar, 
commencing with the April issue. 
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We Hear 


Radio Luxembourg announce that 
the Bacon Information Council has 
bought 13 weeks of their John Dark 
weekly serial, Fridays 9.30-9.45 p.m. 
Erwin Wasey Ltd. are the agents. 

* _ * 


As an experiment, Edinburgh 
Corporation has placed in service an 
unpainted Leyland double-decker 
bus, which still carries external 
advertisements. Current cost of 
painting a bus of this type is esti- 
mated at £60. 

* * * 


Bowaters Building Boards Lid., 
for many years a subsidiary of 
Bowaters Sales Co., Lid., has been 
absorbed by the building boards 
division of its parent sales company. 

* * * 


Brewster Owen & Co., Ltd., have 
been appointed publicity consultants 
for the Chocolate Milk Co., Ltd., 
manufacturers of Chilk. 


ITV’s progress 


Twelfth in the “Upward trend of 
independent television” cards issued 
by Associated TeleVision claims that 
“ITV reaches 500,000 horaes. ATV 
holds them throughout the week- 
end.” 

*x * * 


A lecture on “Illustrations for 
Technical Documents” will be given 
by C. Baker to members of the 
Technical Publications Association 
at 7.30 p.m. next Tuesday, in the 
Electrical Engineering Lecture Room 
at University College, Gower Street, 
London, W.C.1. 


* * * 
Orders for five new ocean-going 
ships, with a total value of 


£3,500 000, have been placed with 
British shipbuilders by the Bowater 
Steamship Company Ltd., a sub- 
sidiary of the Bowater Paper Cor- 
poration Ltd. 

* * * 


Charles Wicksteed & Co. (1920) 
Ltd., engineers machine tool 
makers, Kettering, have published 
the first number of their new works 
journal, The Wicksteed Window, 
with L. S. Axe as editor. 


Luxembourg stunts 
A 100-page booklet describing 


some of the stunts which take place 
on the Radio Luxembourg pro- 


gramme “People Are _ Funny,” 
sponsored by Pye Radio Lid., has 
been published by the Beverley 


Press Ltd., at 3s. 6d. Called People 
Are Funny, it has been written by 
Jonathan Routh. 


* 7 * 


Joshua B. Powers Ltd. have been 
appointed advertising representatives 
of Africa Samachar, weekly news- 
paper published in Gujarati lan- 
guage and circulating throughout 
East Africa. They will also repre- 
sent the Rhodesian Tobacco Journal 
and Rhodesian Building and Ailied 
Trades Journal, and now handle all 
journals published by Centafrican 


Press (Pty) Ltd. of Salisbury, 
S. Rhodesia. 

_ * * 
Changes of address: Unicorn 


Visuai Aids Ltd. to 184 Aldersgate 


Street, E.C.1 (from January 30); 
Adv Agencies Association of 
India to Kitab Mahal, D. Naoroji 


Road, Bombay 1. 
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“Mammoth drive 
for Beautility 


Beautility Furniture Ltd. are 
launching a huge consumer 
advertising campaign at the end 
of this month. The scheme is a 
new development by Beautility 
and the drive is stated to be 


their first national consumer 
campaign. 
Half-pages_ in “Daily 


Express,” “The People” and the 
“Evening News” will a r 
this month together with 1 

by 4 col. spaces in the “Star” 
and “Evening Standard.” Dur- 
ing February a 15} in. by 6 col 
space will be taken in the “Daily 
Mail,” a half-page in the “Daily 
Mirror” and a 13 in. by 5 co’. 
space in the “Daily Herald.” 

In March the campaign wil’ 
continue with a 154 in. by 5 co’. 
space in the “‘News Chronicle” 
and a 13 in. by 5 col. space ir 
the “Empire News” and a half 
page in the “Sunday Express.” 
Agents Saward, Baker & Co. 
Ltd., have also booked ful! 
pages in home magazines. Trade 


press advertising is being used. 


Extensive schedule for new London 


Suregrip rubber 


Commencing to-morrow (Satur- 
day), the largest national advertising 
campaign yet is to be conducted for 
the London Rubber Co., Ltd., for 
their London Suregrip gloves. 

Handled by R. S. Caplin Ltd., 
advertising will be in weekly and 
monthly ‘women’s journals, monthly 
magazines, and the Radio Times. 
Magazines on the schedule include 
Everywoman, Modern Woman, 
Home, Woman's Journal, Homes & 
Gardens, and Good Housekeeping. 

London Suregrip will also be 
advertised on commercial television. 
Time has been booked for the 
“Home with Joy Shelton” pro- 
gramme. 

Copy line of advertisements will 
be “Prevent Rough Red Chapped 
Hands.” Double-page spreads in 
colour have been taken in the trade 
press to publicise the promotion to 
retailers. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


ARABY TOILET SOAP for Charles 
W. Hobson Ltd. 

RUBERY OWEN, including the 
Owen Organisation and most of 
the companies associated in the 
group, for Goddard Watts Ltd. 

MOHAR INVESTMENT  CO., 
LTD.. for the First International 
Agency Ltd. 

ACHESON COLLOIDS LTD. for 
Central News Ltd. Campaign in 
trade, technical and financial 
papers. Centennial campaign in 
overseas and home trade jour- 
nals. 

SHARP, PERRIN & CO. LTD., 
for Central News Ltd. 

LONG’S IRISH LINENS for 
Alfred Bates & Son, Ltd. New 
campaign using national dailies, 
Sundays and women’s magazines. 

KING GEORGE IV WHISKY 
(The Distillers Agency Ltd.) for 
J. G. McCallum & Co. from 
March 31. 

AUTOMOTIVE PRODUCTS CO., 
LTD.; BORG & BECK CO. 
LTD.; LOCKHEED HYDRAU.- 
LIC BRAKE CO., LTD. for May- 
fair Advertising Ltd. 

ATLAS ASSURANCE CO., LTD. 
have appointed Napper, Stinton, 
Woolley Ltd. to handle Triennial 
Bonus campaign, using national 
and provincial papers and 
selected class and insurance maga- 
zines. 

INTERNATIONAL FOOT APPLI- 
ANCES LTD. (Omniped elastic 
foot cushions); LAWRENCE 
SEDER LTD. (goldsmiths and 
silversmiths), selling Loressa rings 
by mail-order; accounts for 
Scott Turner & Associates Ltd. 
Loressa ring campaign, using 
national dailies, Sundays and 
weekly papers. Omniped summer 
campaign being prepared. 

CORGI BOOKS AND SCOTTIE 
BOOKS (TRANSWORLD PUB- 
LISHERS LTD.) for Lambe & 
Robinson Ltd. 

PAN AMERICAN WORLD AIR- 
WAY in Ireland, for Janus 
Ltd. (Dublin) in association with 
J. Walter Thompson Co., Ltd. 

DEVON COLD WAVE CO., LTD., 


hair waving, for Townend-Smith 
& Hardy Ltd. 


Campaigns 


LONDON RUBBER CO., LTD. 
using Radio Times, Everywoman, 
Modern Woman, Home, Homes 
& Gardens, Good Housekeeping. 
Woman's Journal, commercial 
TV, and trade press, for new 
London Suregrip gloves cam- 
paign. (R. S. Caplin Ltd.) 

J. WIX & SONS, LTD.. using large 
spaces in national daily papers to 
launch Kensitas Juniors cigar- 
ettes on national scale. (Mather 
& Crowther Ltd.) 

BRADES & NASH TYZACK 
INDUSTRIES LTD., using gar- 
dening, hardware and building 
press. and commercial television 
in the spring. (Smiths’ Advertis- 
ing Agency Ltd.) 

BIRDS CUSTARD, using Woman, 
Woman's Own, Homes & Gar- 
dens, Good Housekeeping and 
other women’s magazines, film- 
lets and trade press for new cam- 
paign. (Young & Rubicam Ltd.) 

DUNLOPILLO MATTRESSES, 
using filmiets in Ireland for new 
campaign. (Cinema & General 
Publicity Ltd.) 

NUGGET SHOE POLISH, using 
filmlets in Ireland for new cam- 
paign. (Cinema & General Pub- 
licity Ltd.) 

GENFRAL TRADING CO. (MAY- 
FAIR) LTD., using class publica- 
tion and overseas publications. 
(Ripley, Preston & Co.. Ltd.) 

COLEMAN & CO., LTD., using 
commercial TV for Vitacup food 
drink. (S. T. Garland Advertising 
Service Ltd.) 

GLOBAL TOURS LTD., using TV. 
large spaces in national dailies 
and Sundays, magazines, Radio 
Times and TV Times. (Richard 
Potts & Partners Ltd.) 

THOS. COOK & SON, LTD., using 


national dailies and Sundays, 
magazines and provincial press 
for holidays campaign. (Direct.) 


BEAUTILITY FURNITURE LTD., 
using large spaces in national 


dailies and Sundays, London even- 
ings, magazines and trade press. 
(Saward, Baker & Co., Ltd.) 


COURIER COURIER COURIER COURIER COURIER 
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gloves campaign 


Record TV time 
for travel drive 


This week has seen the start of 
most holiday ema campaigns. 
Global Tours Ltd., through agents 
Richard Potts & Partners Ltd. 
launched their largest-ever drive 
with heavy press and tclevision 
advertising. They took the biggest 
amount of time so far taken on 
television when they bought the 
entire 15 minutes of the Man's 
World magazines programme last 
Saturday for a travel filmlet. Press 
advertising is in national dailies and 
Sundays, magazines, Radio Times 
and TV Times. 

Thomas Cook & Son, Ltd., are 
spending £21,000 this month on 
newspaper and magazine advertising 
with  follow-u campaigns ig 
February and ae. 


Complete account 


for Central News 


Central News Ltd., already adver- 
tising agents for the dispersed p 
ments division of Acheson Couns 
Ltd., have been appointed to handle 
all the company’s advertising. 

Media to be used will include 
trade and technical journals as well 
as the financial and daily press. 


ADVERTISER'S WEEKLY 


Kensitas Juniors 


go national 
With effect from this month J. 


Wix & Sons Ltd. are to give 
national distribution to Kensitas 
Juniors _ cigarettes. Introduced 


initially into the Birmingham area 
last summer, and subsequently into 
the Manchester area, the cigaretic 


is claimed to be an “unqualified 
success with the trade and the 
smoking public.” 


Large space national advertising 
in daily papers will be carried out 
as the basis of the national drive. 
And the press campaign will be 
backed by a full range of show- 
cards, counter cards, and point-of- 
sale material. 

Concurrently with this activity 
the company’s sales force will 
calling on all direct accounts. As 
in the Birmingham and Manchester 
campaigns, special vans carrying the 
Kensitas Juniors advertising message 
will be on the road in force. Agenis 
are Mather & Cro 


‘Largest campaign 
of its kind’ 


Claimed as the largest campaign 
yet to be undertaken in the hand 
and edge tool market. 
Advertising Agency Ltd. are 
launching this month a drive for 
their clients, Brades & Nash Tyzack 
Industries Ltd. 

The agency has booked spaces to 
run throughout the year > the 
gardening press. The cam nm is 
also being directed at the ui ders’ 
market and the hardware trade with 


full-colour whole in journals 
covering these _ ds. Commercial 
television will be used later. 


COURIER COURIER COURIER COURIER 


To remind you that there is still 
time to submit work for the fourth 
Courier Fine Art Exhibition at 
the R.S.W. Galleries, Conduit St., W.1, 
held from the 19th to 25th January 
Your show to exhibit your work. 
Phone: WHI 4248. Closing date Jan. 13. 


NORMAN KARK PUBLICATIONS, GRAND BUILDINGS, W.C2 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. 
ASPRO LIMITED, 


JANUARY 6, 1956 


APPOINTMENTS VACANT 


INTMENTS WANTED, 3s. per lime, 35s. 


inch. All other 
classifications, 4s. per 


display panel 
ch. Minimum, 3 lines. Box No. 


Slough, Bucks. 


require an experienced 


charge, one line al 
advertiseme 


Series rates on 


postage, application : all 
seven insertions MUST BE PREPAID. Address + Advertiser’ . 


ments w 
Weeklv os 188, Fleet Street. London, E.C.4. WATerloo 3388 (Ex. 25). 


Ae APPOINTMENTS VACANT 


PUBLICITY 
ASSISTANT 


~ REQUIRED 
un 
¥ S Pm by leading manufacturers of Nation- 
Situations Vacant : “* The engagement of —- answering these prea s must ally Advertised Domestic Appliances, 
ADVERTISING MAN be made through 2 Local Office of the Ministry of Labour or a ———— + situated in the Wolverhampton 
Agency if the applicant is a man aged 15-64 inciusive or a woman SoS rake ys area. Duties, initially, will involve 
for their Export Sales Department. He | wnless be or 


must be capable of drawing up and 


she, or the employment, is excepted 
Notification of Vacancies 


from the vrovisions 
Order 1951." 


assisting the Publicity Manager with 
general administration and the con- 


implementing advertising budgets for | trol and distribution of literature, 
a large number of overseas markets in displays, etc. The appointment 
consultation with Sales executives and offers excellent opportunities for 


to progress all advertising activities. 
He must also be capable of working in 
co-operation with the Company's Ad- 
vertising Agents at home and overseas 
in connection with all media and pro- 
duction problems. Existing knowledge 
of overseas advertising procedure wil] 
be an advantage. Salary £750 to £900, 
with good prospects in an expanding 
company and attractive pension rights. 
Write in confidence to Personnel 
Manager, Aspro Limited, Trading 
Estate, Slough, Bucks. 


LETTERING AND LAYOUT ARTIST 


ADVERTISING NOVELTIES 
LTD. 
Invite applications for the post of 


ASSISTANT MANAGER 


Excellent prospects for energetic and qualified man. 
Write fullest particulars, in confidence, to 


Box 2736 


advancement and would suit a young 
man who has completed his National 
Service and is seeking an opportunity 
to settle down in a worthwhile occu- 
pation that will provide an opportu- 
nity to work on his own initiative. 


Previous experience would be an 
advantage but is not essential 


Write, with full details of age, ex- 
perience, educational background, 
and state salary required to Person- 
nel Manager, 


Box 2717 
Advertiser's Weekly 180 Fleet St EC4 


LADY ADVERTISEMENT SPACE 
required by Publishers in Central Advertiser's Weekly 180 Fleet St EC4 REPRESENTATIVE required hy 
London. Work will be for women’s London Publishers of quality textile 
magazines. Five-day week Pension trade journals Top level selling ex- 
scheme. Own staff informed of this JUNIOR REPRESENTATIVE (20-23 EXHIBITION STAND DESIGNER re- perience with proven ability to get 
po nig = particulars experience. years) required by expanding London quired by leading contractor’s studio toe eo eee ie in full detail 
salary, etc (City) Studio. Good appearance and Goo ypects ¢ “rmane , to “Confidentia 
Box 2708 xa. “Weekly 180 Fleet St EC4 initiative essential, W ie. Cuties full tian pene X45 Box 2706 Ad. Weekly 180 Ficet St EC4 

particulars and salary required, to experience essential 
Box 2707 Ad. Weekly 180 Fleet St EC4 


CREATIVE 
LAYOUT 
ARTISTS 


required immediately for 

expanding agency studio. 
Good standard required. Write 
experience, age and salary—no 
specimens until interview. 5 day 


Box 2702 Ad. Weekly 180 Fleet St BC4 


ASSISTANT 
PRODUCTION MANAGER 


required for South London Pub- 
lishing Company. Must be fully 
conversant with letterpress 
printing processes in relation to 
book production, make-up etc. 
Knowledge of typography and 


CENTRAL 
ART 
REQUIRE 


2 first-class lettering artists, 


also | first-class retoucher. 


EXCELLENT OPENING 
FOR YOUNG 
JOURNALIST 


in large Engineering organisation, 
East Midlands area, to be responsible 
for quarterly House Journal, Press 
Releases, etc. Engineering background 


desirable. Write in strict confidence, 
ohn iving details of experience and salar 
=— excellent prospects. ability to produce layouts re- oving ¢ ay pe y 
—= quired. Full details, experience, Apply Mr. R. Treble, 
x 


Advertiser's Weekly 180 Fleet St EC4 


‘ATALOGUE PRODUCTION MANA- 


salary required 
Box 2697 
Advertiser's Weekly 180 Fleet St EC4 


309 OXFORD STREET, 
LONDON, W.1. 


Box 2713 
Advertiser's Weekly 180 Fleet St €C4 


CAPABLE ARTIST 


REQUIRED by 
GER. Large independent mail order busy Advertising Agency. Slick letter- 
organisation in London requires | YOUNG GENERAL ARTIST required ESTIMATOR, preferably with experience ing, still life and visuals. Full particu- 
Manager for catalogue production in expanding technical agency pro- of exhibition and display or similar lars, salary required, etc.. to : 
Persons who have had recent ex- viding a good opportunity to make work. or able to read plans and Box 2671 Ad. Weekly 180 Fleet St EC4 
perience in all aspects of the work Progress on a variety of layout and accurate at figures. Work varied and DESIGNER DRAUGHTSMAN (Lon- 
involved should apply. giving age. finished work. Should have completed interesting and pleasant conditions don) required by leading London 
details of all previous experience and National Service Write brief details Write all details. The Manager, John exhibition contractors Pensionable 
present salary, to of experience and salary required to Edgington & Co., Ltd., Old Road post 
Box 2679 Ad. Weekly 180 Fleet St EC4 Box 2692 Ad. Weekly 180 Fleet St EC 4 Lee. London. S.F.13 Box 2682 Ad. Weekly 180 Fleet St BC4 


Experienced 


Production 
Man 


Required to work on Nation- 
ally advertised accounts with- 
Out supervision. The man we 
are looking for must be fully 
conversant with all aspects of 
production procedure. Write 
or phone for appointment to 


Production Manager 
Clifford Bloxham & Partners Ltd. 
Lion House, Red Lion St., W.C.1. 


Telephone: Chancery 6341 


himself. 
To 


TOA 


COPYWRITER 


LOOKING AHEAD 


A go-ahead man can go ahead fast in the friendly but 
busy atmosphere of 130 Fleet St. 
want must think in terms of the market place and use 
words to do a selling job, not as a literary exercise. 
He must think a lot before he writes a little 
be more concerned with selling the goods than selling 


the man who satisfies 
offer not only hard work, but responsibility and the 
kind of salary that goes with it. 


Write in confidence to : 
THE MANAGING DIRECTOR 


ALFRED BATES & SON LTD. 
130 FLEET STREET, E.c.4 


But the man we 


he must 


these qualifications we 


Promotion Dept. 
of leading national 
newspaper group 
require a 


TYPOGRAPHER 


Young man or woman with a 
minimum of 2 years’ 
experience; interesting and 
varied work on high quality 
press advertisements and 
folders. Write, stating 
details of your career 
and present salary to 


Box 2732 
Advertiser's Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 


(Ex. 25) 


=e 
oe 
=| — || 


JANUARY 6, 1956 


@ There is a vacancy 
with very good prospects 


fora 


CREATIVE 
VISUALISER 


in one of London's largest studios. 
He would be required to work 
solely with one of the firm's 
directors and the salary is a good 
one with prospects of advancement 
within six months. 


He should have a good sense of 
design, a knowledge of type and be 
able to produce finished roughs from 
his own visuals. 
Please write, ‘phone or call 
for a preliminary talk. 

LEIGH FISHER 
HAWKE STUDIOS LTD., 


22, Chenies Street, W.C.! 
MUSeum 118! 


PART-TIME ASSISTANT required by 
Principal of small, progressing Agency 
Book-keeping, typing, and knowledge 
of advertising Must be neat and 
efficient Hours by arrangement 
Would suit married woman rite 


Box 2690 Ad. Weekly 180 Fleet St EC4 


YOUNG 
DETAIL 


SERVICE 
MAN or WOMAN 
REQUIRED 


with some knowledge of Pro- 
duction. West End Agency, 
good salary and prospects. 


Box 2715 
Advertiser's Weekly 180 Fleet St EC4 


INVOICE LEDGER CLERK (malic) re 


quired with knowledge of block 
charging Fleet Street Advertising 
Agency 

Box 2704 Ad. Weekly 180 Fleet St EC4 


PRODUCTION 
MEN 


please phone 
HUNTER 9851 


if you are looking for an 

immediate and progressive 

post. Previous agency ex- 

perience and ability to see 

through production of press 

advertisements from layout 
Stage essential. 


TAYLOR 
ADVERTISING 


LIMITED 
(1.P.A.) 


85 Gloucester Pl., London, W.1 


APPOINTMENTS VACANT | 
| APPOINTMENTS VACANT 


NATIONAL ADVERTISERS IN MANCHESTER 
have a vacancy for a 


LAYOUT MAN 


able to produce visuals and finished roughs. 


47 


CLASSIFIED ADVERTISEMENTS 


Interesting accounts. 


Superannuation scheme. 


Write giving full details to : 
Box 2703 
Advertiser's Weekly 180 Fieet St EC4 


Five day week. 


SALES REPRESENTATIVE = required 
with first-class colour letterpress con- 
nection in Greater London area. Ex- 
cellent opportunity for energetic man 
in expanding business with 50 years 


reputation Write, giving details, to 
Chas. Brodie & Co. Ltd Sutton 
House Press. Brandon Road, N.7 


CREATIVE ARTIST (IDEAS MAN), 
capable of suggesting designs for show- 
cards catalogue covers, displays. 
packaging materials (including labels, 
cartons, box tops and wrappers). Wide 
knowledge of variety of processes an 
advantage Walsall Lithographic Co 
Lid.. Midland Road. Walsall! 


ACCOUNT 
EXECUTIVE 


An interesting vacancy occurs in 
a London Agency handling top 
line medical publicity for several 
leading pharmaceutical houses. 
The position offers a unique 
opportunity for a man of ambition 
and initiative, of good education 
and outstanding personality, aged 
about 30, with experience in 
medical and technical advertising, 
promotional printed matter, etc. 
It also offers adequate scope for 


personal progress and self ex- 
pression. Fullest details in con- 
fidence to 


Box 2742 
Advertiser's Weekly 180 Fieet St EC4 


Visualiser— 
Layout man 


Cc. J. Lytle are looking for a 
visualiser with several years’ 
experience to work in a group 
handling a number of national 
accounts. The right man will 
have an eye for good design yet 
understand the fundamentals of 
consumer advertising layout, and 
is ready to handle accounts on 
his own. A knowledge of typo- 
graphy is essential. 


Salary £750—£1,000 according 
to experience. 
Phone: John Harnden Ger 8646 


BRIGHT YOUNG PERSON to assist 
Advertising Manager. Some experience 
copy and lay-out work. Good salary 
with excellent opportunities of promo- 
tion Apply Foyles, 12 Charing 


Cross Road, W.C.2 


COMMERCIAL ARTIST 


experienced 
by rapidly 
Becken- 


weneral artist required 

expanding publicity agency 
ham, Kent Top pay for the right 
man Telephone : John Peters Pub- 
licity Ltd., Bec 1797, for appointment 


for Press 


experience, 
required to 


A really first-class 
TYPOGRAPHER 
WANTED 


and Promotion 
in a leading London Publishing House. 
Good all-round experience necessary. 
5-day week. Good salary. All applications 
will be treated 


Please write and supply details of age, 
qualifications, 


Box 2712 
Advertiser’s Weekly 180 Fleet St EC4 


material 


in strictest confidence. 


and salary 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


RETOUCHING 
ARTIST 
required 


for Publicity Department 
Studio of well - known 
London Publishing House. 
Good salary and prospects 
for experienced worker, 
accustomed to handling a 
variety of general subjects 
including figure. Knowledge 
of reproduction processes 
essential. Write, giving 
details of age, experience, 


qualifications and = salary 
required to 
Box 2729 


Advertiser's Weekly 180 Fleet St EC4 


A YOUNG MARKET RESEARCH 
EXECUTIVE required for a leading 
manufacturer of office equipment A 
knowledge. of the availability of 
statistics covering this field is essential 
as first priority will be to collate such 


information affecting this particular 
company Subsequently it will be 
required (© carry out research on 
sales potentials of specific areas and 
market research and assessment ex 
perience is essential. Age 26-¥6 
approximately. The appointment will 

based on London Salary by 
arrangement Please write to Per- 


sonnel Manager, Box D.897, Willing’s. 
%62 Grays Inn Road, W.C.1, quoting 
Reference MR.1 


WOMAN 
PRODUCTION 
ASSISTANT 


with at least 18 months ex- 
perience and able to work on 


own initiative on busy 


national accounts. Applica- 
tions in writing stating age, 
experience, educational quali- 


fications and salary required 


to: 


Production Manager, 
Scott-Turner & Associates 
Ltd., 
Incorporated Practitioners in 
Advertising, 


17-18 Dover Street, London, 
W.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


JUNIOR EXECUTIVE 


required by Litho Printers 


Progressive firm in Harold Wood— 
Romford area requires young man 
between 20-23 years who has completed 
National Service, with the foilowing 
qualifications :— 

2} Knowledge of print and planning. 

2) Ability to deal with staff and 

clients. 

3) Keen progressive man. 

The position offered is interesting and 
a good possibilities for the 
uture 
Those interested should write with full 
details of experience, age and salary 


required to Box 2744 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR ARTIST required for Packag- 
ing Studio in Hammersmith. Art 
student or beginner preferred, with 
knowledge of typography, who is 
desirous ~ —— practical ex- 

rience. 
x 2696 Ad. ‘Weekly 180 Fleet St EC4 


MARKETING & RESEARCH 


expanding agency Research Department 
requires man under 28 as assistant to 
Research Manager. Must be willing to 
cope with anything from quotas to 
clients. Write giving details of age, 
experience and salary required to 


Box 2694 
Advertiser's Weekly 180 Fleet St EC4 


McGRAW-HILL requires for its Ameri- 
can journals, two additional first-class 
Space Salesmen in London and Mid- 
lands. Good salary plus commission 
Send detailed letter to H. Lagler, 95 
Farringdon Street, E.C.4. 


| PUBLIC 


CLASSIFIED ADVERTISEMENTS 


Legubaril tis tiaeiann inp cues tant 2h40 teatics on cateen amet tai tae 


unless he or 
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Notification of Vacancies Order 1952." 


JANUARY 6, 1956 


APPOINTMENTS VACANT 


D.D.W.S. 


require another 


TRAFFIC ASSISTANT 


to handle a group of interesting accounts. 
early twenties with some Agency experience preferred. 


Write : 


Traffic Manager, 
Dolan, Davis, Whitcombe & Stewart Ltd., 
35, Park Street, W.1. 


Man in 


RELATIONS. Young man 
(20-25) wanted for rapidly expanding 
company to service industrial accounts. 
Ability to write essential and some 
journalistic experience an advantage. 
Write, giving full details of qualifica- 
tions, experience, salary required, to 
Mercury — Service, 54 Lud- 
gate Hill, 


, YOUNG GIRL ARTIST, interested, but 


RETOUCHING 


not necessarily experienced, in small 
paper cut-out models for children 


Capable of neat finished work. TEM 
6491 


ARTIST required. 
Apply to Cheesman’s Art Service, 
131 Fleet Street, E.C.4. FLE 4325. 


D.D.W.S. 


DOLAN, DAVIS, WHITCOMBE & STEWART 
LTD. 

Require Assistant for Media Depart 

ment, experience essential. Write or 

phone: 35 Park Street, W.!. 

GRO 7701. Extension 16. 


YOUNG JOURNALIST WITH 
PERSONALITY AND IDEAS 
required for London Public Relations 
Organisation. P.R. experience not 
essential. Write giving particulars, age 

and salary required to 
Box 2714 
Advertiser's Weekly 180 Fleet St €C4 


COMMERCIAL ARTIST 


to set up internal Studio for 
expanding Agency. 


All round practical experience, 
ability and willingness to discuss 
ideas at top-executive client 
level, and capacity to match 
creative talent with commercial 
judgment are essentials. Write 
with sufficient details to gain an 
interview to 


Box 2701 
Advertiser's Weekly 180 Fleet St £C4 


CLERK-TYPIST required in printer's 
ce. Agency or printing house ex- 
perience an asset. The position has 
very good prospects for an adaptable 
and intelligent woman. Renart Sodio 
Ltd.. 9 Cherington Road, Hanwell, 
London, W7. 


ASSISTANT WANTED 


in international 


PUBLICITY DEPARTMENT 


of large world-wide concern with a 
variety of commercial interests. To 
work in Head O in Switzerland. 
Salary commensurate with experience. 
Great opportunity for ambitious young 


man. 
Box 2699 
Advertiser's Weekly 180 Fleet St EC4 
ADDRESSOGRAPH and key board 


graphotype operators wanted, part- 
time, 6 p.m. to 9 p.m. and week-ends. 
3s. per wens ust be fully experi- 
enced. 


Wri 
Box 2750 Ad. Weekly 180 Fleet St EC4 


SPACE BUYER 
WANTED 


A well - known, medium - sized 
agency in London requires a media 
manager and space-buyer. Appli- 
cant must have had some years of 
practical experience and a thorough 
knowledge of all types of publica- 
tion. Write fully and confidenti- 
ally to 


Box 2730 
Advertiser’s Weekly 180 Fleet St 
EC4 


Young & Rubicam 


are looking for a 


Marketing Executive 


with practical experience in 
sales planning, 

retail distribution and 
consumer research on 
nationally advertised 
grocery or chemist products. 


Please write to: 


Marketing Manager, Young & Rubicam Ltd., 
Roxburghe House, 285 Regent Street, W.1 


Phone your classifieds to WAT 3388 (Ex. 25) 
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January 6, 1956 


APPOINTMENTS VACANT 


RETOUCHING ARTIST 


who can handle the general run 
of studio work with ability in both 
mechanical and figure subjects. 
Pleasant job with excellent pros- 
pects and salary to the right man. 
Write or teleph for app - 
ment :— 


PUTNAM STUDIO, 


11, Down Street, London, W.!. 
GROsvenor 2585. 


DERRY & TOMS, Advertising Depart- 
ment, Kensington, 8, require man 
or woman for the production of press 
advertising and catalogues. Apply, in 
writing, giving full details of experi- 
ence, age and salary required, to Staff 
Controller. 


WANTED 
LETTERING 
ARTIST 


with 
Studio or Agency experience. 


Ideal prospects and working con- 
ditions await the right man. 


Please write for an appointment 
to :— 

STUDIO MANAGER, 
ALFRED BATES & SON, LTD., 


CLASSIFIED ADVERTISEMENTS 


HAWKE STUDIOS LTD. 
WANT 


ARTISTS 
GOOD ARTISTS 
VERY GOOD ARTISTS 


LETTERING * LAYOUT + STILL LIFE & FIGURE 
START 1956 IN A PROGRESSIVE STUDIO 


NORMAN BANNISTER 

UDIOS LTD. 

Write, phone or call \ 29 CHENIES ST. W.C.I 
Phone: MUSeum 7441-1181 


ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


OPPORTUNITY FOR TWO 
in small West End Agency 


|. ASSISTANT MANAGER 
with knowledge of book- 
keeping, press routine and 
ability to type. 

2. SECRETARY SHORT- 
HAND-TYPIST to Principal. 


Both positions offer interesting 
varied work and an opportunity 
for responsibility. Write for in- 
terview to 


Box 2739 
Advertiser's Weekly 180 Fleet St EC4 


YUUNG PRODUCTION MAN required 
by Fleet Street Agency with experience 
in handling copy detail for National 
and Technical accounts. Some know- 
ledge of mechanical processes useful. 


Write 
Box 2741 Ad. Weekly 180 Fleet St BC4 


TWO CREATIVE LAYOUT ARTISTS | YOUNG MAN of 20-24, experience of 
with agency experience of National | finished artwork, printing and press 
and technical accounts required imme- routine, for Publicity Department of 
diately They must be capable of Musical Instrument Manufacturers. 
producing sound creative ideas and Write, giving full details, to Jennings 
able, where necessary, to work their Ltd., Unity Works, Dartford Road, 
own layouts up to high standard Dartford 
finished roughs. They must be — 
versatile, as their work will be varied. | SENIOR SPACE REPRESENTATIVE 
and fast enough to keep pace with a | required for established monthly 
rapidly expanding Nationally known technical journal, Progressive post. 
agency handling International accounts. Salary, expenses, commission, super- 
annuation fund. Must have had sound 


130 FLEET STREET, E.C.4. 


Salary — full details, but no | 
sales experience 
Box 2755 Ad. Weekly 180 Fleet St BC4 


specimens, 
Box 2669 Ad. Weekly 180 Fleet St BC4 


WANTED: 
TOP FLIGHT 
REPRESENTATIVE 


to sell good class 
Creative Photography 
Existing connections with Agencies, 
— Houses or Editorials an advan- 


dl co-operation given to the right 
person. 

Good salary plus commission. 

All applications will be treated in 
strictest confidence. 


Box 2716 


Advertiser's Weekly 180 Fleet St EC4 


Dates. Must 


flair for detail. 


Traffic- 
Production 


MAN REQUIRED 


Sound working knowledge of Pro- 
duction, Copy Schedules and Press 


working on his own and able 
to accept responsibility ; 


to age and ability. 


Write giving details of experience. 


TRAFFIC MANAGER 
MATHER & CROWTHER LIMITED, 1.P.A., 
BRETTENHAM HOUSE, 
LANCASTER PLACE, W.C.2 


good visuals, 


be capable of 


with a 


Salary according ing agency. 


details, etc. to 


COPYWRITER/ 
VISUALISER 


Agency man who can produce 
brief his fellow 
visualisers and write really good 
copy wanted by rapidly expand- 
Write, giving full 


Box 2711 


Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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January 6, 1956 


CLASSIFIED ADVERTISEMENTS 


FIRST-CLASS 
SCRAPER BOARD 
ARTIST 


Wanted immediately by 
HAWKE STUDIOS LTD., 


Good prospects 
and Good salary 
| (ability to do a little finished 


lettering an advantage, but not 
essential.) 


Please write, ‘phone or call, 
NORMAN BANNISTER, 
HAWKE STUDIOS Ltd 


22, Chenies Street, W.C.1. 
MUSeum 1181. 


VOUCHER CHECKING CLERK 


ment Write, with details of experi- 
ence, age, salary required. to ¢ 
‘O'Farrell, R.C.N. Ltd., 184 Strand. 
W.C 2. 


re- 
quired to take charge of busy depart- 


APPOINTMENTS VACANT: 


be made through a L 


— Vacant : “* an engagement of persons answering these advertisements must 
ocal Office of the Ministry of Labour or a ployment 

Agency if the applicant is a man aged 18-64 inclusive or — woman aged 18-59 inclusive 
unless be or she, or the employment, is excepted from 
Notification of Vacancies Order 


the provisions of the 
1952." 


Salary £1,250—£1,400 p.a. 


with appliance manufacturers; 
expenditure budgets; 
and preparation of reports. 


information, by 17th January. 


SOUTH WESTERN ELECTRICITY BOARD 
COMMERCIAL OFFICER—HEAD OFFICE 


Arplicants should have sound knowledge and 
appreciation of advertising techniques and promotional activities of 
Electricity Supply (or similar) Industry. 
liaison with the Board's publicity agents on the general planning and 
production of commercial advertisements and publicity; 
research 
origination of displays: 


Application forms obtainable from the Assistant Secretary (Establishments), 
Electricity House, Bristol 1, should be returned, together with supporting 


Responsibilities will include 


collaboration 
results; publicity 
planning of exhibitions 


on sales 


BIRMINGHAM. = Experienced Produc- SENIOR AND JUNIOR PROCESS 
tion Assistant required by substantial ARTISTS required by large Trade and 
ugency, to work on _ interesting | Technical Publishing House in 
accounts. Good opportunity for pro- | London. First-class prospects, canteen 
gress to person well versed in press | facilities, pension and life assurance 


advertising procedure. 


Our staff know 


. | 
of this advertisement. Write full 
details age, experience and salary 
required, to 


Box 2720 Ad. 


Weekly 180 Fleet St EC 


4 


PRINT BUYER 


wanted by mediim sized London adver- 
tising agency (1.P.A.). Accounts using this 
particular service are varied and interest- 
ing. Applicants must possess, therefore, 
sound knowledge of all processes Previous 
agency experience useful but not essential. 
Salary required and full details to 


Box 2693 
Advertiser's Weekly 180 Fieet St EC4 


LAYOUT MAN 


required chiefly for preparing adapta- 
tions of Press advertisements and mark- 
ing up for typesetting. Good salary and 
prospects. 5 day week. 


G. S. Gerrard Ltd., 
10 Argyll St., London, W.!. 


GARLANDS 


individual ideas. 


his—or her— 


would like to hear from 


A LAYOUT ARTIST 


capable of interpreting visualiser’s 

merest scribbles to finished rough stage. 
No job for a mere copyist, this. 
or woman chosen will be expected to contribute 


The man 


A YOUNG TYPOGRAPHER 


looking for an opportunity to see more of 
ideas in print. 
woman must be enthusiastic, resourceful, quick, 
and meticulously accurate ; 
full of engaging ideas on typographic design : 
for this is a job with an encouraging future, 

in a company which takes typography seriously. 


The man or 


ambitious and 


The man to write to is Christopher Greaves 


The S.T. Garland Advertising Service Limited 
51-52 Mount Street, Mayfair, London WI 


Commencing apecias £14 and £10 per 
week respective 
Box 2719 Ad Weekly 180 Fleet St EC4 


BOOKKEEPER/ 
ACCOUNTANT 


Well-established West End Agency 
requires an experienced Book- 
keeper or partly qualified accoun- 
tant to take charge of its accounts. 
Knowledge of advertising accounts 
and trial balance an advantage. 5 
day week, progressive position for 
right man. Please send full details 
to 


Box 2746 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT 


REPRESENTA- 
TIVE required for The lronmonger 
in Birmingham area. Must be about 
30. resident Birmingham Sound 
prospects for capable man experienced 


in trade press work Applications, 
marked ‘‘Confidential,"’ stating age 
and outlining career to date, including 
present post, should be addressed to 
Staff Director, Morgan Bros. (Pub- 

28 Essex Street, London, 


lishers) Ltd.. 
W.C.2 


FREDERICK ALDRIDGE 
LIMITED 


require 


JUNIOR 
COPYWRITER 


with some Agency ex- 
perience. Copy and 
ideas for consumer and 
trade accounts. 


Write or ‘phone 
Frederick Aldridge Ltd., 
1 Whitefriars Street, E.C.4. 
FLEet Street 8444. 


ACCOUNT 
EXECUTIVE 


An important vacancy occurs 
in a young expanding West 
End Agency for an account 
executive of good education and 
outstanding ability, aged about 
30, experienced in handling 
agricultural accounts (feedstuff 
marketing, etc.). The position 
offers considerable scope for 
self expression and personal pro- 
gress to a man of ambition and 
initiative possessing an all-round 
knowledge of agency work and 
account contact. Fullest details 
in strict confidence to 


Box 2610 
Advertiser's Weekly 180 Fleet St EC4 


A 


VACANCY EXISTS within our 
darkrooms for a top quality printer, 
conversant with creative advertising 
work. All enquiries will be treated in 
strict confidence. Write, giving full 
particulars, to Woburn Studios Ltd., 
Dept. B.W.S, 49-50 Woburn Place 
wool 


ADVERTISEMENT 
MANAGER 


required for professional weekly in 
municipal engineering field. Good 
salary and prospects. Well educated, 
experienced in technical press, with 
—_ and initiative. Write with full 
details of jobs held, education, age and 
date available. 


Box 2644 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SALESMAN, 


Old established 
speciality and other work. Connection 
offered enn man Good commis- 
sion—expen 


Box 2721 ‘Ad. "Weekly 180 Fleet St EC4 


EVERETTS 


require 
2 or 3 good 
layout Artists 


Men who take 
pride in presentation 
of good slick roughs 

and have 

a strong sense 


of typography 


Write or phone: 
Mr. Pruveneers, 
Everetts Advertising Ltd., 
10 Hertford Street, W.1 
GRO 3477 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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JANUARY 6, 


APPOINTMENTS VACANT 


YOUNG LAYOUT MAN 
VISUALISER 


Required for our busy Studio. 
Must be capable of preparing 
first class presentation roughs. 
Phone Art Director for appoint- 
ment. 


DAVID MACAULAY ADVERTISING LTD., 
40 Bryanston Street, 
Marble Arch, W.1. 


1956 


PADdington 0073 
ASSISTANT To ADVERTISING 
MANAGER ‘required by National 


Advertiser in the Confectionery Indus- 
try Initially the successful applicant 
will be primarily responsible for the 
design, production and control of all 
display material used by the Company, 
but will have ample opportunity to 
work in the broader aspects of adver- 
tising and publicity campaigns A 
good salary will be paid for this impor- 
tant position which will probably be 
filled by a young man 25-30 years of 
age with an intelligent approach to 
advertising and design Experience of 


a similar nature preferably with 
another important advertiser will be 
beneficial and guarantee a _ rapid 


assumption of responsibility 
Box 2749 Ad. Weekly 180 Fiect St EC4 


PRODUCTION 
ASSISTANT 


required 
for large Agency, age about 
20-25. Write giving details 
of experience, etc., to 


Box 2611 
Advertiser's Weekly 180 Fleet St EC4 


51 


| APPOINTMENTS VACANT 


Why is 


We are 


to be filled is that of an 


“THE TIMES” in the shadow of St. PAUL’S? 


Presumably because they have premises there which are 
particularly well suited to the efficient conduct of their business. 
*‘just up the road’’ from them, for a similar reason. 
We want more people to occupy our abode. 


ASSISTANT ACCOUNT EXECUTIVE 


We are an old established, progressive 

and consumer campaigns, ‘and have a wide variety of 

calling for the preparation of advertisements, printed —S display 

material, etc. Applicant must be able, initi 

jobs through 

advertising man who enjoys work and likes responsibility . 

Write stating age, experience and salary required to:- 

The Managing Director, The National Publicity Co., 
36-37, Upper Thames Street, London, E.C.4. 


The first vacancy 


Agency crag all types of trade 
interesting accounts 


Led., 


ADDITIONAL 


REPRESENTATIVES 
wanted to join our large and success- 
ful organisation in all districts of the 
British Isles. £1,000 a year and over 
easily earned by ladies and gentlemen 
who are able to sell space in excellent 
established media xperienced pre- 
ferred, but training given where neces- 
sary. Interviews arranged in London, 
Liverpool. Glasgow, Birmingham and 
Manchester Apply Warwickshire 
Publishing Co.. 13 Priory Road. 
Birmingham, 5 


VACANCY OCCURS for appointment 
as Sole Space Representative on lead- 
ing technical journal. Applicants must 
produce proof of selling ability with 
good earning record. Should produce 
£1,500 first year. Salary, commission, 
expenses, superannuation scheme 
Box 2754 Ad. Weekly 180 Fleet St EC4 


CATALOGUE 
PRODUCTION MANAGER 


Old established and Nationally famous 

mail order house has vacancy, in the 

North of England, for ys respon- 
talogue 


sible post of = Production 
Manager. licant must have 
thorough —e of all types of 
gy and every asi of produc- 
tion, including visualising, artwork, 
copywriti Pagination, traffic and 
control of merchan Practical 


experience in catalogue production 
essential. The position offered is a 
senior one, only open to applicants of 
highest calibre and qualifications and 
carries a salary commensurate with the 
responsibility. 

Box 2660 


Advertiser's Weekly 180 Fleet St EC4 


GRAPHIC ARTS LIMITED 


require services of another 


ist CLASS RETOUCHER 


Staff ap 
lance. 


intment or resident free 
igure and mechanical w 
Graphic Arts Led., 


ENGINEER /ACCOUNT EXECUTIVE 
required “for London (West End) 
advertising agency Good mixer 
desirable, but first-class training and 
experience in enginecring (preferably 
on sales side), sound knowledge of 
publicity production processes, and 
ability to comprehend requirements 
and obtain accurate data, are essen- 


LAYOUT MAN 


able to produce Slick Creative 
Layouts for client presentation; 
some finished work including 
lettering. Excellent prospects and 
working conditions. 


Write giving full particulars, or 
"phone Mr. Prescott, 
Austin Knight Ltd., 

2122, Shaftesbury Avenue, 
TEMple Bar 7801 


4 er Lane, London, E.C.4. a | £1,000 p.a. upwards, with 
Box 2753 Ad "Weekly 180 Fleet St BC4 
Experienced GENERAL 


urgently required 

to work in modern West End Studio. 
Experience essential, interesting and 
varied work on important national 
accounts. Top salaries and conditions 
offered to the right applicants. 

Apply 

Box 2747 
Advertiser's Weekly 180 Fleet St EC4 


JOB WITH SCOPE. Publicity Depart- 
ment of large manufacturing electrical 
undertaking in London offers excep- 
tional opportunity to a young, ener- 
getic advertising man (age 24-27), 
whose previous experience in printing 
production and technical press adver- 
tising has been gained mainly im a 
well-organised Publicity Department of 
a large company handling technical as 
well as consumer products Salary 
£650 per annum to commence. Par- 
ticulars of experience, please, to 
Box 2740 Ad. Weekly 180 Pieet St BC4 


| 
| 


ADVERTISER’S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


YOUNG MAN 
23/25, 
for Print buying in Advertising 
Department of large National 
Advertiser with headquarters in 
Hertfordshire. 


Please write (in strict confidence) 
giving full details of experience 
and salary required to Adver- 
tising Manager 


Box 2759 
Advertiser's Weekly 180 Fleet St €C4 


CLERK /TYPIST 


required immediately 
in West-End 


Advertising Agency 
Must be good at figures Five-day 
week and luncheon vouchers 

Box 2756 Ad. Weekly 180 Fleet St EC4 


PRODUCTION 
INVOICE TYPIST 


Wanted woman with initia- 
tive to undertake production 
invoicing. Must be ex- 
perienced in art, block and 
typesetting charging. 
Write or telephone 


Colman, Prentis & Varley Export 
Ltd., 42, Park St., London, W.1. 


LEGation 3121. 


sense of selling. 


ARMSTRONG-WARDEN 
need TWO more Copywriters 


|. A man with 3-4 years’ agency experience 
behind him, who can tackle a national ad. 
and a technical ad. with the same enthu-, 


siasm. He must have ideas and. a sound 


2. A man to specialise in ethical medical 
copy. He must have a comprehensive 
knowledge of medicine and understand 
professional phraseology. 


Security. Pleasant working conditions. 
Progressive salary. 
Write to: 
The Secretary, , 


Armstrong-Warden Ltd., 
69, New Oxford Street, London, W.C.! 


Phone your classifieds to WAT 3388 (Ex. 25) 
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6 good jobs 


for 6 good men 


Vauxhall Motors Ltd., of Luton & Dunstable, 
plan to double their present output of Vauxhall 
cars and Bedford trucks within the next 3-4 
years. In line with this expansion, the Publicity 
Department, based at Luton, must grow, too. 


Six men are needed now : 


. Assistant to the Public Relations Manager, to 


help in the production of news and photographic 
releases, film scripts, public and dealer magazines, 
and all types of information in print. A job for 
an ‘ up-and-coming’ rather than for a man al- 
ready there. Essentials are: a clear, incisive 
writing style; the ability to get on well with 
people inside and outside the company ; an alert, 
enquiring mind ; and as wide an experience of 
this sort of work as we can expect from a man 
who is probably in the 25-30 group. 


. Assistant to the Sales Promotion Manager, to 


help in preparing anything from a full-scale con- 
vention, national sales campaign or sales training 
programme, to individual dealer showroom dis- 
plays. Scope is wide and prospects are good for a 
young man with versatility and ideas. 


3-4. Two Sales Promotion assistants for special 


assignment. Interesting job for young men 
around 24, willing to travel extensively in U.K. 
B.Sc. or B.A. would help but is not essential. 
Interest in science is, plus ability to get on with 
people. Public speaking experience will help you 
fill this niche. 


. Copywriter to work on literature and dealer ad- 


vertisements for Vauxhall cars and Bedford com- 
mercial vehicles. Age up to 35. Experience in 
agency or advertising department. Lively interest 
in and some knowledge of motor transport 
essential. 


. Production assistant. Some typographical ex- 


perience desirable. Sound knowledge of all pro- 
duction and printing processes. Age up to 30. 


Salary for these appointments depends on the ex- 
perience and suitability of the successful applicants. 
Applications to Staff Employment Manager, Vaux- 
hall Motors Limited, Luton, Beds. No specimens at 


this stage, please. 


JANUARY 6, 1956 


“CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT ; 


Situations Vacant: “‘The engagement of persons answering these advertisements must 
be made through a Local Office of the Min stry of Labour or a Scheduled Employ- 
ment Agen if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 


inclusive he or she, or the employment, is excepted from the provisions of the 
| Notificat on Vacancies Order 1952."" 


DO YOU 
MIX WELL? 


We believe that fitting in with our 
present staff is as important as 
your training. So if you are a 
young lady of pleasant disposition 
who would like to work in the 
production department of a 
W. London Agency with a hard- 
working but happy group, then 
please drop us a line. 


Box A.W.1, 18 Thurloe Place, 
S.W.7. 


LADY PRODUCTION 
ASSISTANT 


Young lady with mechanical 
production experience, print 
buying and some layout know- 
ledge required by London 
agency adjacent Piccadilly. 
Congenial conditions and pro- 
gressive position. Please write 
full details of previous experience 
and salary required. 


Box 2687 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL) ARIisT  (hilustrator), 


current experience laying out and 
executing first-class perspective Instruc- 
tion Book drawings (mechanical sub- 
jects) from blueprints Salary £832 
p.a. upwards, and good prospects for 
right man. Central London area 

Box 2751 Ad. Weekly 180 Fleet St EC4 


ACCOUNT EXECUTIVE required by 
Birmingham Advertising Agents. The 
organisation is young, go ahead and 
keen, and the right man can expect to 
receive a top salary and a permanent 
position. A Staff Pension Scheme is in 
operation Own staff have been 
notified of this advertisement. Write 


giving - artes, in yyy 
27. lee 180 Fleet St EC 
PRODUCTION | *&"sss 
ASSISTANT COPYWRITER-LEARNER 


Excellent opportunity for young 
man of good education and ap- 
pearance to join sound, progressive 
agency (West End) 

Qualifications must include general 
allround production experience. 
This appointment provides real 
prospects for a man possessing 
commonsense who is able to use 
initiative and accept responsibility. 


Write full particulars to | Box 2691 
| | Advertiser's Weekly 180 Fleet St EC4 
Box 2686 
Advertiser's Weekly 180 Fleet St EC4 | | 
MANAGER 


KEEN ADVERTISEMENT REPRE- 


SENTATIVE wanted for quarterly 
advertising journal and weekly in 
engineering field Age 22-30. Good 
salary and bonus Send full details 
education, eee, when available 
Good prospect 


Box 2645 Ad. Weekly 180 Fleet St EC4 | 


-in Campaign planning and nego- 


OUTDOOR 
ADVERTISING 


A leading London Agency handling 
National Accounts has a progres- 
sive position for a man experienced 


tiating. Write, giving full particu- 
lars, age and salary to 

Box 2700 
Advertiser's Weekly 180 Fleet St £C4 


FASHION 
ARTISTS 


required by Hugh White 
Studios. Only fully experienced 
Artists considered. Good 
salary, five-day week. Ring 
LANgham 3902 for appoint- 
ment or write 6, Cavendish 
Square, W.1 


male, 21-25, wanted for well- 
known West End agency. Must 
be able to think cogently on most 
subjects and express his thoughts 
in clear, concise English. Adver- 
tising sense and writing ability 
are more important than ex- 
perience. Applications should be 
fully detailed. 


wanted for Photographic Department of a 
large firm in Hampshire. Good Knowledge 
of photographic theory and practice essen- 
tial, also aapercenee of Commercial, Group, 
and Press Photography. Send full details 
of experience, salary required, and copies 
of references in strict confidence to 


Box 2664 
Advertiser's Weekly 180 Fleet St EC4 


Adaptable young 
COPYWRITER 


is offered plenty of scope 
in a busy, cheerful Agency. 
He will be required to work 
on a number of active 
accounts with strong con- 
sumer appeal. 
REID WALKER ADVERTISING LTD., 
Effingham House, Arundel St., W.C.2 


| APPOINTMENTS WANTED 


Phone your classifieds to WAT 3388 (Ex. 25) 


CATALOGUE PRODUCTION’ EX- 
PERT with wide mail order back- 
ground offers skilled services. First- 
class copy and layouts. Experienced 
buyer of print, blocks, artwork ard 
photography Good organiser and 
advertising manager of standing. 
Box 2724 Ad. Weekly 180 Fleet St EC4 

ART BUYER. In need of fresh air 
Please write— 

Box 2737 Ad. Weekly 180 Fleet St BC4 
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JANUARY 6, 1956 


APPOINTMENTS WANTED 


SALES DIRECTOR 


Large turnover with many 
National Advertisers, in Display, 
seeks a new association in 1956. 
Company must have top level 
contemporary designers, and be 
able to cater for requirements 
in all materials, with or without 
illumination, also electric signs, 
etc. Usual references. Write 


Box 2745 
Advertiser's Weekly 180 Fleet St €C4 


CHANGE HERE. 
ing Manager, 
size manufacturer, would like to move. 
Twelve years’ print, agency, journalistic 
experience. Fluent knowledge German, 
fair French Free February !. 


Assistant Advertis- 


Box 2722 Ad. Weekly 180 Fleet St BC4 


29, now with medium- 


ENERGY, PERSISTENCE 
and LOYALTY 


An opportunity now presents itself for 
a go-ahead publisher to engage a 


qualified business executive. Success- 
ful business developer, competent 
administrator and a gentleman 


accustomed 
highest level. 
Qualifications briefly these : 
12 years newspaper and trade journal 
publishing including executive appoint- 
ments of advertisement manager of 
London “weekly” group, manager of 
Colonial group and leading trade 
journals in this country embracing 
— textiles, agriculture 
hemicals. I invite interested principals 
® write to 


Box 2733 
Advertiser's Weekly 180 Fleet St EC4 


to negotiating at the 


ACCOUNT EXECUTIVE desires 
change. Twelve years’ practical all 
round experience in contact, adminis- 
tration, production, art, print media 
and a go-getter. 

Box 2725 Ad. Weekly 180 Fleet St EC4 


JUNIOR AVAILABLE 


Young man (20) exempt National Ser- 

vice with first class school references 

requires post as junior in advertising. 
Box 2698 

Advertiser's Weekly 180 Fleet St €C4 


ACCOUNT EXECUTIVE, with all- 
round agency experience, copywriting, 
production, media—seeks responsible 
post with scope for initiative. Ase 27. 
Box 2735 Ad. Weekly 180 Fleet St BC4 


JOHN 
CRISFORD 


M.1.P.R. 


experienced as U.K. Informa- 
tion Officer in the second 
largest white city in the 
British Commonwealth, and 
Account Manager in one of 
London’s largest advertising 
agencies, would be glad to 
receive offers of a permanent 
senior appointment in public 
relations/advertising. Avail- 
able 1 April, °56, or possibly 
earlier by arrangement. 


67 Palmerston Rd., Buck- 


hurst Hill, Essex. Phone 
FLE 8447 or BUC 7881. 


CLASSIFIED ADVERTISEMENTS 


ALL ROUNDER 
SEEKS CHANGE 


At present employed by London 
Publishers as Advertisement, Produc- 
tion and General Manager on new 
national weekly TV magazine for which 
he is completely responsible, man, 37, 
with wide all-round experience of 
print, advertising, make-up, design and 
general administration, extremely 
adaptable, seeks change where initiative, 
hard work and enthusiasm are required. 
Advertiser prefers to be connected 
with ITV (but not essentially) and 
considers salary of secondary impor- 
tance if scope exists for advancement. 
Reasons for proposed change, details 
and references from 


Box 2718 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN, 21, seeks 
Agency or. Advertisement 


ition in 
rtment. 


Two years’ experience with well-known DO YOU NEED CAPITAL to start your 


Printers. National Service completed. 
Keen, personable and willing to learn. 
Box 2723 Ad. Weekly 180 Fleet St BC4 
P.R. MAN, journalist and copywriter, 
top experience with national com- 
panies, seeks change. Highest refs. 
Box 2758 Ad. Weekly 180 Flee St BC4 
ACCOUNTANT / SECRETARY, with 
wide and varied experience, including 
17 years in process engraving /eclectro- 
typing, desires executive appointment 
with fa responsibility of director level. 
Box 2748 Ad. Weekly 180 Fleet St BC4 


“ HAND-PICKED " SECRETARIES 
available.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 


BUSINESS OPPORTUNITIES 


SPEEDY PRINT SERVICE 


te my and Sales literature. 
~and-White and 
bn T+ won fy 


GOTHIC PRESS LIMITED 


REPUTABLE AGENT required to 
handle output of first-class creative 
lettering artist fully experienced in all 
branches 
Box 2734 Ad. Weekly 180 Fleet §« EC4 

LIVE PUBLISHING FIRM, ‘selling 

ill-health Good sound 

Ash Lyons, Squirt s Gate 

Airport, St. ” Annes-on-Sea. 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


Telephone Boscombe 368.55. 
- nt 
Phone: HOLborn 8 


ACCOUNTANT REQUIRED | for small 
magazine (part-time). Please write 
Box 2681 Ad. Weekly 180 Fleet St EC4 

TO A PERIODICAL PUBLISHER: 
Are you having difficultie:—of cost 
or production? We may be interested 
to ass’i you. ‘Write, in confidence, 
Box 2705 Ad. Weei ly 180 Fieet St EC4 

COMPANY able to influenc ‘¢ turnover 
in small display units seeks a 
working basis with small j.nd cient 
production unit in London Principals 
only aoe in confidence to Manag- 
ing Direc 
Box 2695 Ad, Weekly 180 [leet St BC4 


SALES PROMOTTION, 
DEVELOPMENIT, 
PUBLICI 


Experienced consultant 
comprehensive services. 
Moderate Fees.\ 


Box 2689 
Advertiser's Weekly 180 


‘offers very 


Phone your class 


ARE YOU REPRESENTED 
IN THE NORTH-WEST ? 


Former 


P adver ex- 
ecutive, excellent agency contacts, with 
over 30 years’ experience, is -— to 
represent etc., 


in Manchester and the North-West. 


Box 2738 
Advertiser's Weekly 180 Fleet St EC4 


PHOTOGRAPHERS, commercial, 
dustrial, 
Street, 
business (limited company). 
exceed £2,500 p.a., 
Principals only. 
Co., Solicitors, 
S.W.1. 


valuable lease 


17 Victoria 


own Art Agency? Send a 


particulars 
Box 2688 Ad. Weekly 180 Fleet St ECs 


FREE LANCE SERVICES 


in- 
press and colour, off Fleet 
emigrating, desire to sell their 
Net profits 


Apply to Pollard & 
Street, 


TOP FLIGHT 
TECHNICAL 
RETOUCHER 


(living East] Essex) 


seeks postal work, has telephone, 

will work weekends if required. 
Box 2709 

Advertiser's Weekly 180 Fleet St EC4 


DESIGNERS, FREE LANCE required 
by leading London Exhibition Con- 
tractors. 


Box 2683 Ad. Weekly 180 Fleet St BC4 


FREE LANCE ARTIST. 20 years’ 
experience in exhibition. display and 
general work. Telephone : Nning- 
ham 0918 


scenes, cottage and landscape designs 


required by Tower Press, 44a West- 
bourne Grove, W2. 
| ADVERTISEMENT REPRESENTA- 


| 
| 


TIVE (free-lance). I specialise in the 
small highest grade publications, and 
could take one other. Working area, 
City/West End. Terms by arrange- 
ment. Write 


ATIVE 
required by well-known Fashion Pub- 
lishing House. Preference given to car 
owner already covering wide area of 
Great Britain. Generous terms offered. 


eply 
Box 2726 Ad. Weekly 180 Fleet St BC4 


RETOUCHING, 
LINE WORK, etc. 


First class work and service 
to the ‘smaller agency’. 

Box 2686 
Advertiser's Weekly 180 Fleet St €04 


PRINTERS 


20,000 WOMEN WAITING, or so it 
seems to those who entrust all of 
their mailing, collating, 


sea 7274. 


ACCOMMODATION 


THREE ROOMS, photographic studio 
ice use availa Color- 


cams Buildings, B.C.4 


PRINT COSTS. 


WANTED : 


ADVERTISER'S WEEKLY 


MISCELLANEOUS 


PLASTOIC BINDING. 


Prompt service 
now offered Trade enquiries wel- 
comed. W. P. Griffith & Sons Lid 
154 Clerkenwell Road, E.C.1. TER: 
minus 7363. 


Keep up-to-date with 
the economics of printing by reading 
Printing News each week. Sixpence 
May save you pounds. 


SALES AND WANTS 


50 daily tear-off calendar 
pads, 1956. Approximately 24 in. by 
2 im., preferably red and black. 


Without mottoes. Sandbrook, Met- 
, 42 and 43 Horse 
Fair, Birmingham, 1. 


SOFIL PUBLICITY UNIT—16 mm. 


Sound / Silent. Continuous 
Ideal for shows, shops, stores. 
away price £150 for quick sale 
London. 243 Eigi 


running. 
Give- 
Seen 
in Avenuc, W 9. 


AIR COMPRESSER. Studio requires 


urgently Air Compresser Outfit (motor 
tank pump) in good condition for use 
on A.C. mains and capable of supply- 
ing three to five artists’ airbrushes 

Box 2757 Ad. Weekly 180 Fleet St BC4 


SALES PROMOTION COMPANY regis- 


tration for sale. Loss about £600, 
9 months to 3ist December. Further 
details from Secretary. 

Box 2674 Ad. Weekly 180 Fleet St BC4 


FOR SALE.—Monotype ype pleat, suitable 


trade typesetti » 
1 keyboard. “ae. 
mises. 


Near City 
Box 2578 Ad. Weekly 180 Fleet St BC4 


casters. 
ith or without pre- 


SPECIAL ANNOUNCEMENTS 


ADVERTISEMENT CONTRACTORS. 


Have you joined your own association? 
Advice on Representatives free to 
members. Many cases of malpractice 
and misrepresentation handled by the 
Association in 1955. It is in your own 
interests. Write now to retary, 
Advertisement Contractors’ Associa- 
a 68 Shaftesbury Avenue, London, 


See December 23 issue of 
ADVERTISER'S WEEKLY, pages 
26, 27, 28, 29, for the Services 
& Supplies Feature. 


January 20 will be the 
next issue containing this 
Feature. 


3388 (Ex. 25) 


1.€.$. 
DOES IT AGAIN! 


In the brs! 1955 A.A. Exams. 
two LCS. Students were 
aoe Twenty Guineas on 
ying for second place 
Division “D”. ” 
Other L.C.S. Successes were — 
t= Theco good pusneote Dir iten =e 
on on Gk 


aye per cent successes 
by Les tes men. 
Year oy year our studerts 
prominently in the A.A. aly 
us prepare YOU for a pass ! 
We coach all A.A. & LP.A. andidates 
_ a iseci training 
Commercial 
Sten Weng, Poner Beni and fat? 
Write for 
book to . 26 


SCHOOLS, International Bui 
Kingsway, London, Wic2 _"* 


SS | ES | 
= APPOINTMENTS WANTED BI BUSINESS OPPORTUNITIES fl Co 
a mi 
a =«CF 
a _ == 
es pO 
(Opposite Ge. Portland St. Station) 
a 
Ss 
apes, Sm Pp FL courses 
« CARILLON PRESS LTD. SS 
Po meen | | 
— _ a 
| — ° 
| Messrs. F. C. Newman & Co., 439 
Battersea Park Road, S.W. Batter- 
ie 
—— ar 
a : 7 
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JANUARY 6, 1956 


Advertiser's 
Weekly Ese 


S55]- (overseas) 


STOP PRESS 


' | ‘SOME POSTER SITE 
| RATES TREBLED’ 
| 


Some London poster sites have 
had their rateable value increased 


NEWS CHRONICLE 


Daily net sale for 


R. T. J. Wright appointed sales 
manager of C. & E. Layton Ltd. 
He joined | Laytons in January 1946. 


John Tait & Partners Ltd. ap- 

handle accounts of 

vansky, hair stylist, Green, Hearn 

& Co., Ltd. (Lyndale), and Mr. 
Hatton, of Oxford Street. 


month of December 1955 * | imal —— 


1455,324 f=: 


DIT) | Partners Ltd. from Willing’s Press 
GRBETO AU Service Ltd. as senior woman 
account executive. Previously with 
Halton Press Ltd. and is mnsiied to 
Reginald Levi, advertisement man- 
ager of “Housewife.” 


“Figure and Beauty,” American 
a. for women, to begin 
publication in Britain with the 
% This is the first full month since the ee ye pty Fy 
: : | monthly at first; monthly publica- 
News Chronicle and Manchester Daily Dispatch | Son ot Oe one Brisa ad 
7 ' It has a four-colour cover, of 66 
appeared as a combined paper. Eos at oe = Sos 
has been fixed for v4 issues. 
ment 
be held 


£60 
| print order will be 60,000. 


Gala of the Press Advertise 

’ Association will be 
at the Connaught Rooms on Friday, 
January 27. 
| Toy Fair (January) number of 
| “Games and Toys” is ted 
| —230 of advertisements, 28 
| are in full colour and 53 in two- 
colour. 


D, for the proprietors, Business Publications Limited, 
*ngland (Welrine i o5. 
tloo Road, London, S.E.1 (Waterloo 3388). 


, Q 
| a 
y REGISTERED ; 
AT G.P.O. AS A , 
NEWSPAPER 
pe ee oe eeeeeeeT——e—Ee_elllQQlDWwOC J 
nt 
rt 
poster contractors. thers, also in 
London, have been increased by 
| only slight amounts. 
| New product—Beer Shampoo | 
: | “made with genuine —— ; 
aw, * ‘ _ launched aa ae te 
trade press adv inco! 
: | Hair Products yogy FA are in 
the shape of dummy beer bottles. 
SER OR PT TN MER AR Agents: Craven’s Advertising Ltd. 
A new Goya lipstick, Kiss, is to 
| be launched with colour pages in 
women’s magazines and spaces in 
“Daily Mirror.” Agents: Colman, 
_ Prentis & Varley Ltd. 
ee Darts Cts nook, Radio 
aie | t ‘ i fi { ) f > |i ig j 
NEWS CHRON 
WILLIAM MEMORY ADVERTISEMENT PIRECTOR. 
| Berkeley Holiyer, paiay 
officer at Torquay, retire 
t February 25. He will be free-lancing 
| im the holiday and travel industry. 
—~ ~ Clements Préss Limited, Portugal Sy pe ine 
Advertisement, Editorial and Sales off @—— ee : 


